THE FOURTH ESTATE 


1700 TIMES TOWER @ 1475 BROADWAY @ NEW YORK 18, N. Y. 
Entered at the Post Office at New York, N. Y., as Second Class Matter. Copyrighted 1950 by The Editor & Publisher Company, Inc. 





VOL. 83, NO. 44 : ° ith OCTOBER 28, 1950 00 ver year ia U. & A.; 


$5.50 in Canaca; $6.00 Foreign 














ABC figures for the 12 months OF 
ending March 31, 1950 gave the 36,024 
CHICAGO DAILY NEWS a cir- 

culation of 523,344—UP 18,057 


over the previous 12 months. 











CHICAGO DAILY NEWS CIRCULATION FOR SEPTEMBER, 1950, WAS 


552,658 


26 RECORDS IN 26 MONTHS 


Starting in August 1948 .. . and continuing thereafter through the last 26 months... 
CHICAGO DAILY NEWS circulation reached an all-time high for each of those months. 
























YOU DON'T KNOW 
Dick Gruminger 
.... BUT WE DO! 


He's One of 4,000 Employees 
At Chevrolet Commercial 


Body in Indianapolis .... 


AND HE'S ONE OF OUR 353,000* SUBSCRIBERS 


Dick, his fellow workers at Chevrolet Commercial Body, and thousands more employed by a hundred flourishing, diversi- 


fied industries make the ‘Heart of Hoosierland" a top-priority market for every manufactured product. 


In Marion County the effective-buying-power average of $5,705+ per family is well above the national average ... 
places Marion County in eighth position among the nation's 32 largest metropolitan counties. 


These Hoosier workers—like Dick Emminger—also are responsible for Marion County's eighth-place ranking in retail 


sales per family. They are buying goodly stores of necessities . . . but they have dollars left for luxuries, too. 


And—we're very proud—they're buying ...and reading... 
The Indianapolis Star and The Indianapolis News every day. 


KELLY-SMITH COMPANY ee NATIONAL REPRESENTATIVES 


*Publisher’s statements, Ist quarter, 1950 
















THE INDIANAPOLIS STAR 


an 


/ THE INDIANAPOLIS NEWS 


tSales Management's ‘Survey of Buying Power.” 
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per family food sales . 
chester Group Newspapers, whose circula- 
lation covers all Westchester, is first in the 
nation in total retail food linage! West- 
chester people shop and buy in Westchester 
be reached exclusively through 
the Westchester Group papers! 
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National advertisers have se- 
lected Westchester as the best “Showcase” 
for their merchandise. . 
reasons! This rich concentrated market has 
a higher effective buying income than any 
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YONKERS, HERALD STATESMAN 
WHITE PLAINS, REPORTER DISPATCH 


NEW ROCHELLE, STANDARD-STAR 
PORT CHESTER, DAILY 


TCHESTER COUNTY PUBLISHERS. Inc 


EXCLUSIVELY FOR FAMILIES OF THE WESTCHESTER MARKET [Yor 





DAILY NEWS 
PEEKSKILL, STAR (Afthoted) 
MAMARONECK, DAILY TIMES 
OSSINING, CITIZEN REGISTER 


White Plains. N.Y 

















** Drowning Persons Rise Three Times” 


This is by no means an invariable rule. All too 
often the victim of a drowning accident may 
sink immediately on entering the water and not 
rise again. In other instances, the body may rise 
two, three, or more times. 






**Canned Foods Contain Preservatives’’ 


Wrong! The Food and Drug Act prohibits the 
use of preservatives in canning, and the canning 
process makes them unnecessary. The spoilage 
organisms are destroyed by heat, and the her- 
metic seal prevents contamination from the 
outside. 











**Wearing A Hat Causes Baldness” 


No man need be afraid that wearing a hat— 
especially one that fits tightly—will promote 
baldness. This condition of the scalp has no 
“‘cause.”’ Heredity is the only factor by which 
baldness may be explained. 








**Canned Foods Must Be Cooked” 


Wrong! This false belief assumes that canned 
foods are raw and therefore should be cooked as 
long as raw foods. The true fact is that the can- 
ning process thoroughly cooks the can’s contents. 
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AS YOU KNOW, misconceptions like these 
are quoted widely and are accepted as fact... 
and it is to the public’s interest that the true 
facts about canmed foods be brought to light. 


mcd 


AMERICAN CAN CO. New York - Chicago + San Francisco 


No other container protects like the can 





As the country’s largest single maker of cans for 
food and other products, we believe it is also 
important to us that these truths be brought to 
your attention. 
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™\ USE OF GAS HELPS 
BEAVER VALLEY TIMES 
KEEP TOP CIRCULATION 
IN BEAVER VALLEY 
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Mr. Hal Allen, Executive Editor 
of Beaver Valjey Times points 
out the many places GAS serves 


to help keep paper —" 


GAS HELPS BEAT DEADLINES successfully for 
Beaver Valley Times, Beaver, Pa. Mr. Hal Allen, 
the Times’ Executive Editor, offers proof of the 
dependability and efficiency of GAS in many uses 
when he lists the printing equipment run with Gas. 
These Gas-fired items include: 








@ Gas-fired stereotype pot 
@ Hammond easykaster @ 2 Ludlow casters 
@ Big Chief linotype pig pourer 
@ Elrod slug caster @ 3 Gas-fired linotypes 


®@ Monotype strip machine 


Gas-fired stereotype pot melts pigs to cast the cylindrical ina 
which print the Beaver Valley Times. 


Gas performs its duties well day after day, because 
Gas is easyeto control, clean, efficient, economical 
and can be counted on to give consistent results. 
If you have a high-speed printing business where 
minutes are dollars, let GAS help you shave minutes 
from your production schedules. Your Gas Com- 
pany Representative has the facts. They’re yours for 
a phone call. Call him today. 


AMERICAN GAS ASSOCIATION 


420 Lexington Avenue, New York 17, New York 
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Compositor sets mats to cast type in the Ludlow caster. Here 
again GAS works to keep production high and accurate. 


3, ISR EDITOR ¢ PUBLISHER for October 28, 1950 






Here is an essential editorial enterprise 


that will pay dividends to every business executive 


“INDUSTRY MOBILIZED 
AT PEAK LEVELS” 


REVIEW AND FORECAST OF U.S. BUSINESS, INDUSTRY AND FINANCE 


‘To be published with The New York Times of Tuesday, January 2, 1951 





























“WORLD TRADE- 
KEY TO WORLD RECOVERY” 


INTERNATIONAL TRADE SUPPLEMENT 


‘To be published with The New York Times of Wednesday, January 3, 195] 


Rarely has the need been so great among executives like manded wide respect throughout this country and abroad. 
) se ) j -mati —fresh. fac al. He ‘ >j Pe ° . . . . 
yc urself for weTE—aN fresh, factual de pe ndable infor (s an executive charged with making important business 

mation—upon whic vase necessary siness ements. . +o ar 
upon which to base necessary business judgment and policy decisions for your company. or sharing in them, 


That’s why these two sections—always eagerly awaited bv you will want to read these special sections when they 
the business, industrial, financial and government commu- appear. 
nities—assume proportions greater than ever. (nd as an executive concerned with at least some phase of 


; ; ae your company’s public relations you will want to investi- 
For they will provide complete. expert. and authoritative pe ek: - : ari 7 

eae . gate the unique opportunity these sections provide for 
reviews of the year just ended, and a reasonable and in- : 


formed forecast of the year just beginning. public relations or product advertising. Full information. 


including reduced-size copies of the 1950 sections. will 


Traditionally this enterprise—one of the most ambitious vladly be sent you immediately you ask for it. Write any 
assignments undertaken by any publication —has com- of our offices today. 


Che New York Times 


“ALL THE NEWS THAT’S FIT TO PRINT” 
FOR 31 YEARS FIRST IN ADVERTISING IN THE WORLD’S FIRST MARKET 


NEW YORK: 229 WEST 43RD SI. * BOSTON: 140 FEDERAL ST. © CHICAGO: 333 NORTH MICHIGAN AVE. «© DETROIT: GENERAL MOTORS BUILDING 
LOS ANGELES: SAWYER-FERGUSON-WALKER CO.. 612 SOUTH FLOWER STREET * SAN FRANCISCO: SAWYER-FERGUSON-WALKER CO., RUSS BUILDING 
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Third Machine for Both 
Lufkin and Coosa River 


By Robert U. Brown 


WuitE SULPHUR SPRINGS, W. 
Va—Keynoted by the statement 
of its president that “we must and 
shall have more newsprint produc- 
tion in the South,” the 48th an- 
nual convention of the Southern 
Newspaper Publishers Association 
was urged by its newsprint com- 
mittee to “add a third machine 
at each of the southern mills.” 

T. A. Corcoran, Louisville 
Courier-Journal & Times, chair- 
man of the newsprint committee, 
believes the first logical step is 
the addition of a third machine 
at each of the present mills in 
Texas and Alabama. It recom- 
mends that this association 
through its newsprint committee 
exert its efforts to quickly bring 
this about. It also believes that 
encouragement and aid should be 
given to others planning mills. 

The newsprint mills committee, 
a separate committee headed by 
John F. Tims, Jr., New Orleans 
Times-Picayune & States, reported 
that the Lufkin mill is currently 
producing at a record rate and 
that the Coosa River mill is pro- 
ducing in excess of its 100,000 
tons a year rated capacity. 

Southern Pine Satisfactory 

_ He said the Coosa Mill has 
found that all various species of 
Southern pine tried so far have 
proved reasonably satisfactory in 
the production of newsprint. 

The Tims committee stated: 

“While it is the opinion of 
members that expansion of exist- 
ing facilities should be considered, 
they have not discouraged move- 
ments inaugurated by individuals 
and groups for the erection of 
newsprint mills. We have been 


) informed that the executives of 


Southland (at Lufkin) have given 
serious consideration to the pos- 
sibility of adding another produc- 
ing unit to their plant. They are 
satisfied the raw materials are 
Present in sufficient quantity to 
Sustain additional production, but 
their studies showed that con- 
struction and equipment costs will 
fun considerably more than for 
the second papermaking machine 
that was completed in 1948. 


“Since our last convention two 
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EVERY SATURDAY 


The SPOT NEWS Paper of the Newspaper and Advertising Fields 





FOUNDED IN 1884 


SNPA Report Advocates Expansion 
Of 2 Newsprint Mills in South 





Canadian IP Co. Raises Price $6 a Ton 


CANADIAN International Paper Co., a subsidiary 
of the American-controlled International Paper Co. 
and a leading producer, announced a $6-a-ton in- 
crease in newsprint price on Thursday, deviating 
from the $10 pattern set by five Canadian mills. 


Although there have been other occasions when 
a double price prevailed, the Canadian IP action 
came as a surprise and raised the hope of some 
publishers that the “average price” clause in their 
contracts might save them from the full penalty 
of a $10 hike. Some might get out for $8, or even 
less, if any of the remaining mills stand pat on the 
$101 base price, or go along with IP. 

To date: Powell River, Abitibi, Great Lakes, St. 
Lawrence and Consolidated have notified custom- 
ers of a $10 increase effective Nov. 


both 


of customers, 


against encouraging inflation. 


in the United States and in 
Canada, has been growing daily since the first an- 
nouncement by Powell two weeks ago. 

The Toronto Star gave a 146% 
newsprint costs, from 1946 to 1949, as a major 
reason for higher advertising rates effective Jan. 2. 
The Toronto paper also published a report on 
newsprint mill earnings and warned the industry 


1. Resentment 
arguing that 


increase in its 


Rep. Emanuel Celler asked the Department of 
Justice to watch for any “conscious parallelism” if 
U. S. mills raise their prices and said he would 
press for re-opening of the Anti-Trust Division in- 

‘ vestigation which was called off in 1947 by the 
intervention of the State Department. 

In a brief filed with a Parliamentary Committee, 
R. M. Fowler of the Canadian Pulp and Paper 
Association cautioned Dominion lawmakers against 
embracing the American anti-trust policy. 

Urging a “new approach” to the Combines In- 
vestigation Act, Mr. Fowler commented. “It may 
be that the United States can afford the luxury of 
a bitter conflict between business and government 
with all its attendant economic waste; Canada can- 
not afford it.” Actual detriment to the public should 
be made the basis for the offense, he pleaded, 

“price agreements are not always 
detrimental to the public or even to the consumers 
of the products covered by them.” 

With a high rate of production, Minnesota & 
Ontario Paper Co. reported net earnings of $3,607,- 
717 for the year to date (Sept. 30) on net sales 
of $37,161,562, or $2.80 a share. This compared 
with $2,449,366 on net sales of $32,387,338, of 


$1.90 a share, in 1949. 





projects for the erection of news- 
print mills in the south have come 
to our attention. One of these 
is Paul D. Hammacher and As- 
sociates, operating as the Ornappa 
Company, agent for the Choctaw 
Pulp and Paper Co., for the erec- 
tion of a mill in Alabama. 

“The Meriden (Miss.) Chamber 
of Commerce has been working 
with Mr. Hammacher, also some 
banking interests in Butler, Ala. 
Mr. Hammacher announced re- 
cently that it would be early next 
year before his group would be 
able to make a start on the proj- 
ect. 

One Mill Postponed 


“The other newsprint mill proj- 
ect is being promoted by the 
heads of several lumber concerns 
in Southeast Arkansas. The site 
selected for the mill is near Pres- 
cott, Ark. They have announced 
that the war situation has necessi- 
tated a postponement of their 
plans.” 

President Clarence B. Hanson, 
Jr., Birmingham (Ala.) News, 
paid tribute to. the North Ameri- 
can newsprint industry for doing 
“a superb job in substantially 
satisfying the unprecedented de- 

(Continued on page 59) 


Inland Urges Members to Tell 
Mills Their Objection to Price Rise 


By George A. Brandenburg 


CuHIcaGo — Members of Inland 
Daily Press Association were 
urged this week to tell their news- 
print suppliers what they think 
about the $10 increase announced 
by three Canadian manufacturers, 
rather than ask for government 
intervention to solve their prob- 
lems. 

“Such intervention would un- 
doubtedly be the first link in a 
crippling chain of restrictions and 
controls,” declared Franklin 
Schurz, South Bend (Ind.) Trib- 
une, chairman of the Inland news- 
print committee, in his report to 
the 66th annual meeting. More 
than 375 Inlanders and guests 
were registered. 

Inland members adopted a res- 
olution, introduced by M. M. 
Oppegard, Grand Forks (N. D.) 
Herald, viewing the increases as 
“excessive, ill-timed, and not war- 
ranted by known factors in the 
newsprint industry’s economy.” 

The resolution pointed out that 
such increases “impose on news- 


papers an additional heavy burden 
that can threaten the very exist- 
ence of many of them.” 

Inland membership “urges the 
manufacturers of newsprint give 
careful and full consideration to 
the need for keeping the produc- 
tion of newsprint as nearly as 
possible in stride with increasing 
demands of newspapers, to the end 
that newspapers may obtain their 
newsprint supply through normal 
and proper chanels.” 

Philip T. Rich, Midland (Mich.) 
News, raised a lone voice in op- 
position to the resolution, saying 
it “places newspapers in a rather 
foolish light because we raise our 
prices without consulting our cus- 
tomers.” 

Mr. Schurz, in his report, an- 
swered his own question in asking 
why Canadian firms have in- 
creased their price. “Many news- 
print companies are starting labor 
negotiations,” he said. “It is al- 


(Continued on page 59) 






TO KEEP national advertisers 
sold on newspaper space, services 
such as the 2% cash discount 
must continue, Frederic R. Gam- 
ble, president of the American 
Association of Adverising Agen- 
cies, told the Southern Newspa- 
per Publishers Association in an- 
nual convention this week at 
White Sulphur Springs, W. Va. 

National linage must get special 
care, Mr. Gamble indicated, be- 
cause it accounts for one-third of 
all advertising revenues and “pro- 
vides most of* the net profit for 
many papers.” 

Speaking on “Selling Tomor- 
row’s Space,” he said, “Over the 
years, the 2% cash discounts al- 
lowed by the overwhelming ma- 
jorities of media are the main rea- 
son why invoices for national 
advertising are paid well ahead of 
most other bills and why credit 
losses in national advertising have 
been so infinitesimal.” 

Rates Cover Discount 

The discount for prompt pay- 
ment doesn’t come out of the 
pockets of newspapers, he added. 
“Media make allowance for it in 
setting their rates so as to receive 
the desired net revenue,” he ex- 
plained. : 

Recently, Thomas F. Mowle, 
controller of the Wall Street Jour- 
nal, said “newspapers should 
throw the cash discount over- 
board.” 

“I have talked with the gentle- 
man and found that he had many 
of the ordinary misconceptions 
about the cash discount,” Mr. 
Gamble said. “We are going to 
have another talk soon, and we 
hope to convince the controller 
that the Wall Street Journal 
should join the great majority of 
newspapers . . . and other adver- 
tising media in allowing the 2% 
cash discount.” 

Mr. Gamble announced that 
the Pulliam papers in Indianapolis 
and Muncie were reinstating the 





E & P INDEX 


Advertising Survey ......... 14 
Books in Review .......... 48 
nee 54 
DE ee ek ce oes re 13 
Ee 44 
Classified Clinic ............ 38 
eee 34 
Linage for September........ 56 


Newspaper Law ........... 55 
EE ree 60 
eee 35 
ci. ete 52 
ee 54 
EE dots ssansncnas 46 
2). eee 64 
eee 30 
oo nes: 40 


Any article appearing in this pub- 
lication may be reproduced provid- 
ing acknowledgement is made of 
the Epitor & PuBLiSHER copyright 
and date of issue. 





6 






2% Discount Helps 
Sell Space—Gamble 


2% cash discount on Jan. 1 and 


he commended their management. 
Only last April they discontinued 
the discount. 

Hike Rates If Needed 

If the newspaper wants more 
revenue, Mr. Gamble declared, it 
should hike rates rather than 
eliminate the financial safeguard. 
To advertisers, the end of the 
2% discount means the same as 
a rate rise. 

“All but 13 members of SNPA 
have now adopted it, I believe,” 
he said. “I urge you to give it 
your strong and continued en- 
dorsement.” 

Significantly, he noted, adver- 
tising agencies support the dis- 
count although they do not keep 
any of it. 

To strengthen a sound agency- 
publisher relationship, three pro- 
posals were made. First, publish- 
ers should recognize the impor- 
tance of newspaper national ad- 
vertising in the national economy 
and the part agencies and their 
15% commission plays in develop- 
ing such advertising. 

Second, newspapers should pro- 
mote high standards of agency 
recognition. 

Third, stable finances may be 
maintained by supporting the pay- 
ment stimulus and the 2% cash 
discount. 

On the other hand, he said, 
agencies must get to understand 
the problems of rising costs of 
newspapers. 

Take It Easy on Hikes 


“But in connection with your 
rising costs—for newsprint, labor, 
etc.—and the problem of if and 
when to increase your rates,” Mr. 
Gamble said, “I hope you will 
not make an increase that is out 
of proportion for the national or 
general advertiser.” 

He noted that some national 
advertisers manage to get the ad- 
vantage of the lower retail rate. 
But many do not and feel dis- 
criminated against. 

“Our studies show that the 
differential between local and 
national rates is already too wide 
to be healthy in many cases,” he 
declared. “I am sure it will be 
helpful to advertising as a whole 
for you to bear this in mind, so 
that you bring retail and general 
rates closer together.” 

Recognition of Agencies 

Granting of the 15% commis- 
sion to agencies, Mr. Gamble 
said, should be based on four 
factors, all of which must be con- 
sidered by newspapers when de- 
ciding whether an agency is eligi- 
ble to place business with the pub- 
lisher. 

The agency should not be a 
“house” agency, no more than 
an advertising department of the 
advertiser, or else granting of the 
commission discriminates against 


other but independent agencies. 


Nor should an agency be recog- 
nized if it rebates any of the 15% 
commission to the advertiser. 

The agency should also have 
adequate experience and ability to 
service advertisers. “If you recog- 
nize an outfit you shouldn't,” Mr. 
Gamble warned, “you may be 
Starting some good advertising 
prospects toward the advertising 
graveyard.” 


U. of Pennsylvania 


Award for McCardle . 


PHILADELPHIA — Carl W. Me 
Cardle, chief of the Washingto 
Bureau of the Philadelphia By 
letin, has received the sixth ap 
nual Award for Meritorioy 
Achievement in Journalism estab 
lished by the Department of Eng 
lish of the University of Pennsy. 
vania. 
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NYC Dailies, 9 Unions 
Agree On 2-Year Pacts) 


TWELVE daily newspapers in 
New York City and nine printing 
craft unions have reached a ten- 
tative wage agreement and the 
proposed terms for two-year con- 
tracts have been submitted to 
7,000 members of the unions for 
ratification or rejection. 

The agreement is based on a 
formula proposed by Bernard J. 
Forman, Federal mediator. It pro- 
vides a wage increase of $5 a week 
for the first year and an addition- 
al increase of $2 to apply during 
the second year. 

Present wage scales range from 
$71.25 a week for paper handlers 
to $117 a week for photoengrav- 
ers. 

Living Cost Clause 

A cost-of-living clause provides 
for a further increase the second 
year if living costs, as measured 
by Federal agencies, zo up six 
points or more between last Sept. 
15 and the same date next year. 

Earlier agreements reached with 
negotiation of the Typographical 
and Pressmen’s unions were re- 
jected by the union members. 
However, union leaders said they 
would urge ratification of the 
new agreement. The former offer 
to the Typographical union was 
for a raise of $3.50 with $1.50 
additional for a welfare fund. 

The proposed agreement be- 
tween the Publishers’ Association 
of New York City and unions of 
photo-engravers, pressmen, print- 
ers, stereotypers, mailers, drivers, 
machinists, electrical workers, and 


paper handlers provides for a 
two-year contract with each 
union, effective Nov. 1, if signed 
by Nov. 15. 


Contingent upon signing, it is 
proposed that a payment of $1 
per shift worked between Sept. 
18 and the date of signing will 
be paid to journeymen, within 
appropriate percentage payment 
to apprentices. The Sept. 18 date 
becomes Sept. 19 for the electri- 
cians, Oct. 1 for the machinists, 
Oct. 25 for the drivers. and Nov. 
8 for paper handlers, because of 
later contract expiration dates. 

Other points in the formula are: 

Effective Jan. 1, 1951, a com- 
pensating day to be given all em- 
ployes whose vacation period in- 
cludes a contractual holiday, said 
day to be added to the vacation 
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period. 

“Three weeks of Suspension of 
Merger pay. 

“Vacations to be given in 195|) 
to be computed on the basis ¢ 
one day for each 16 shifts « 
major fraction thereof worked i) 
1950. } 

A provision in all contract 
reading as follows: “The partie 
hereto agree that they have fully 
bargained with respect to wage) 
hours, and other terms and cond: 
tions of employment and har 
settled the same for the term of 
this agreement in accordance with? 
the terms hereof.” 

“Finally, it is understood thy 
of the $5 increase for the fin) 
year, $1.50 has been included th) 
provide an opportunity for tk 
Unions to establish funds for tk 
ultimate benefit of their mem 
bers. It is understood that sud 
Unions as elect to establish sud 
funds agree not to raise the sub) 
ject covered thereby for a perio! 
of five years from the effectir 
date of their contracts. For Union 
electing to take the full $5 i 
wages, raising of the subject her 
in discussed is waived for the lit 
of this agreement.” : 

Drivers’ Stipulation 

In a joint stipulation, it wal 
agreed that the drivers shall by 
given until Dec. 10 to ratify any 
sign its contract. This separa 
agreement was made because tw 
provisions of the Drivers’ contrat 
governing hiring practices amy 
union security have been refer 
to arbitrators for final adjudice) 
tion. — 

The stipulation, signed by Wi 
liam Mapel, vicechairman of tk 
Publishers’ Association, and Jt 
seph Simons, president of tk 
union, provides: 

“Pending signing of the co 
tract the parties agree to presem 
peaceful relations, without strike 
lockouts, interferences with wot 
or threats thereof.” 


Sa Sos 
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Wichita Dailies Cited 

Wicuita, Kan.—The Wichil 
Eagle and Wichita Beacon hat 
been awarded citations by & 
Kansas_ Industrial Developme 
Commission for more than % 
years of distinguished service ® 
the State of Kansas. 





















i | Further Trading Zone 
Study Is Requested 


By George A. Brandenburg 
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Cuicaco—Newspaper members 
petitioned the Board of Directors 
of the Audit Bureau of Circula- 
tions on Thursday to extend the 
moratorium on new rules govern- 
ing City and Retail Trading 
Zones until a new committee re- 
views the problem and makes 
recommendations. A time limit 
of July 1, 1951, was put on the 
proposed committee report. 

The Newspaper Division unani- 
mously adopted the resolution of- 
fered by E. P. Schwartz, circu- 
lation manager of the Des Moines 
(Ia.) Register and Tribune, and 
L. W. McFetridge, circulation 
manager of the Tulsa (Okla.) 
World and Tribune. There was 
no floor discussion and immedi- 
ately after the session, newspaper 
members elected the central com- 
mittee for the Trading Zone 
study. 

Gene Robb Is Chairman 

Those chosen are: Gene Robb, 


Hearst Newspapers, chairman; 
Howard Stodghill, Philadelphia 
(Pa.) Bulletin; E. M. Antrim, 


Chicago (Ill.) Tribune; Buell W. 
Hudson, Woonsocket (R. I.) Call; 
Jack Estes, Dallas (Tex.) News; 
F. Ward Just, Waukegan (Ill.) 
News Sun; Fred J. O’Neal, Boston 
(Mass.) Globe, and Mr. Schwartz. 


Mr. Schwartz presented the fol- 
lowing resolution in behalf of 25 
newspaper members, who, he said, 
had discussed the trading zone 
question for two days prior to the 
opening of the 36th annual ABC 
meeting: 

“Because confusion and mis- 
understanding with respect to Re- 
tail Trading Zones still continue 
under new changes in the defini- 
tion of Retail Trading Zone; 

“And because newspaper mem- 
bers have not yet received 1950 
Census data to determine the ef- 
fects of the recommendations of 
the ABC City and Retail Trad- 
ing Zone committee as approved 
by the ABC Board of Directors; 

“Be it resolved: That a com- 
mittee of interested members of 
the Newspaper Division be 
formed immediately after this 
meeting to act as a central com- 
mittee, and to make a further 
study and recommendations with 
respect to Retail Trading Zones 
and after consultation with the 
City and Retail Trading Zone 
committée and with newspaper 
members of the Board, to convey 
a resort by mail to the member- 
ship of the Newspaper Division 
and, if approved, to the ABC 
Board, and, 

“That pending this study the 
Newspaper Division respectifully 
Tequests the ABC Board to sus- 
pend the application of the rec- 
ommendations of the City and 
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Retail Trading Zone committee 
in any contested areas until the 
ABC Board shall give due con- 
sideration to the report and rec- 
ommendations of the newspaper 
membership committee, which 
shall be presented before July 1, 
1951.” e 

The Central Committee, after 
naming Mr. Robb as chairman, 
issued this statement: 

“The Central Committee will 
need the full cooperation of all 
newspapers interested in the prob- 
lem of Retail Trading Zones and 
invites every newspaper with an 
interest in this subject to com- 
municate with the committee. 

“Every such newspaper now 
has the opportunity and, we be- 
lieve, the obligation to work with 
this committee to the end that 
every point of view shall receive 
proper and careful consideration. 

“Because there are several as- 
pects of the problem, it will be 
desirable to have expert assistance 
from different departments of the 
participating newspapers. 

“The committee, of course, is 
and will remain mindful of the 
interest of the advertisers in the 
matter and will consult with the 
ABC City and Retail Trading 
Zone committee which represents 
all interests involved. 

Meeting Set for Nov. 27-28 

“A meeting of the committee 
will be held in Chicago at the 
Drake Hotel Nov. 27-28 for the 
purpose of completing the or- 
ganization of the committee and 
developing the procedures to be 
followed.” 

Advertiser and agency divisions 
of the ABC both adopted resolu- 
tions endorsing the ABC Board 
recommendations for determining 
zones. The advertisers’ resolution 
mentioned that “any effort to take 
from the management and the 
Board their joint responsibility in 
the drafting and enforcement of 
Bureau bylaws and rules runs 
counter to the fundamental con- 
ception of buyer control.” 

E. R. Hatton, Detroit (Mich.) 
Free Press, presided at the News- 


paper Division session, assisted 
by Harlan G. Palmer, Hollywood 
(Calif.) | Citizen-News. Three 


newspaper directors whose terms 
expired were re-nominated. They 
are: Lisle Baker, Jr., Louisville 
(Ky.) Times and Courier-Journal; 
W. J. J. Butler, Toronto (Ont.) 
Globe & Mail; and William F. 
Lucey, Lawrence (Mass.) Eagle- 
Tribune. 

Mr. Hudson of Woonsocket re- 
minded the meeting of the action 
taken by the National Editorial 
Association in June requesting 
further consideration of the elec- 
tion of a weekly newspaper rep- 


resentative on the board. 

Alan C. Mcintosh of the Lu- 
verne (Minn.) Rock County Star 
Herald asked the newspaper di- 
rectors to bring up in the ABC 
Board meeting the matter of set- 
ting up a weekly division with its 
own director. 

In a discussion of the new dues 
structure, in which newspapers 
will be charged according to cir- 
culation and will pay separately 
for audits, A. E. Whiting of the 
Montreal (Que.) Herald raised 
the question whether the Bureau 
intends to give publishers an item- 
ized account of auditing time. 


ASNE Protest 
Opens Files of 
Parole Board 


WASHINGTON — The American 
Society of Newspaper Editors 
went to bat this week with a gov- 
ernment agency on secrecy of 
public information and won. 

Acting soon after the ASNE 
directors had authorized the Com- 
mittee on Freedom of Informa- 
tion to undertake a general attack 
on the “undemocratic practice” 
of suppression of news, James S. 
Pope of the Louisville (Ky.) 
Courier-Journal filed a_ protest 
with the United States Board of 
Parole for refusing to divulge the 
names of persons who had recom- 
mended release of Israel Good- 
man, alleged gambler and racket- 
eer, from federal prison. 

“The secrecy surrounding this 
release is an issue to the whole 
press,” Mr. Pope stated in a letter 
to the Board. “Where else except 
in totalitarian countries is public 
discussion of such public business 
considered objectionable? 

We urge you do not underestimate 
the growing indignation of the 
editors over official secrecy.” 

Mr. Pope further described it 
as “the first flagrant case of news 
suppression that has come to our 
attention since our Board meet- 
ing.” 

He evoked a reply from Dr. 
George Killinger, chairman of the 
Board of Parole. After a discus- 
sion of the problem with Mr. 
Pope, the Board official agreed 
newspapers should have the in- 
formation when they request it. 
He went further, he told Eprror 
& PUBLISHER, in that he made 
arrangements for all federal prison 
wardens to forward duplicates 
of parole papers to Washington 
so that the complete file of names, 
for and against release of any 
prisoner, would be available. 


a 

2-in-1 Color Ad 

CuiIcaGo — Cooperation among 
non-competing color advertisers to 
extend the coverage of one and 
reduce production costs for the 
other figured in the full-page color 
ad which Allgauer’s Restaurant 
placed in the Chicago Tribune this 
week. The illustration was bor- 
rowed from the French Line. 


Suburb Paper 
Flourishes 
In Pittsburgh 


PITTSBURGH—The four-week-old 
strike of the three daily newspa- 
pers here dumped suburban com- 
munity weekly newspapers into a 
veritable bonanza of business. 

Perhaps the most fortunate was 
the Mt. Lebanon News Publishing 
Co., which publishes three week- 
lies in the South Hills section of 
suburban Pittsburgh. 

The company, using offset pro- 
duction, has been able to jump its 
total weekly output from an aver- 
age of 26 pages to a total last 
week of 60 pages, despite the fact 
that it operates on only three Vari- 
type machines. The firm normally 
uses three full-time typists and 
two part-time but is now using 
eight on varied shifts. 

The firm, which publishes the 
Mt. Lebanon News, the News, and 
the Bethel Burro, normally prints 
21,500 newspapers but has in- 
creased to 35,000 weekly. 

Six advertising salesmen and 
three reporters from the struck 
newspapers have been added to 
take care of the expansion. A 
roundup of local and national 
news is included every week. 
= ‘Some Progress’ 

“Some progress” was reported in 
attempts to settle the strike of 
mailing room employes which has 
shut down the three dailies when 
the publishers revealed the mailers 
have agreed to sign a “memoran- 
dum” in lieu of a contract. 

But several major hurdles are 
yet to be confronted. No agree- 
ment has been reached on working 
conditions, hourly wages and a 
sixth day premium. The mailers, 
members of the International Ty- 
pographical Union, walked out 
Oct. 2 halting production at the 
Press, Post-Gazette and Sun-Tele- 
graph. 

The publishers and union repre- 
sentatives have been meeting al- 
most daily. The situation was bols- 
tered when Mayor David L. Law- 
rence and County Commissioner 
John J. Kane attended the meet- 
ings in an attempt to mediate. 

Meanwhile, the Bureau of Busi- 
ness Research at the University of 
Pittsburgh reported that depart- 
ment store sales in the week end- 
ing Oct. 14—the second full week 
of the strike—were down 9.3% 
in dollar volume compared to a 
similar period in 1948. 

The Pittsburgh Daily Reporter, 
the interim newspaper being put 
out by 10 newspaper trade unions, 
continued to roll along although 
beset by many production prob- 
lems. The daily run has been 100,- 
000 but 200,000 were printed last 
Sunday with very few returns. 

A corporation, the Newspaper 
Unions Publishing Co., Inc., has 
been formed to put out the paper 
and at an election, John A. Feigel, 
president of Local 7, ITU, was 
named as president. 








Thomson's Valedictory 


Hails Printed Media 


ALTHOUGH advertising in publi- 
cations continues to be the pri- 
mary means of reaching American 
markets, President Philip  L. 
Thomson of the Audit Bureau of 
Circulations believes far too many 
men in positions of responsibility 
for advertising do not know their 
ABCs. 

The educational job which ABC 
must do is recognized by the di- 
rectors, said Mr. Thomson in his 
24th annual report to the member- 
ship, meeting in Chicago this 
week. It was Mr. Thomson’s vale- 
dictory advice, for he is retiring 
after 25 years on the ABC Board. 
He noted that the Bureau, in its 
36 years, has had 147 directors 
and he has, in his time, served 
with 105 of them. 

Friends gave Mr. Thomson a 
silver tray and a check for “a sub- 
stantial sum.” 

Same Share As In 1940 

Presenting a chart showing that 
publication advertising amounted 
to $2,461,300,000 in 1949, as com- 
pared with $1,000,400,000 in 1940, 
Mr. Thomson declared the picture 
should be of special interest to 
the 2,683 publisher-members of 
ABC because “collectively their 
advertising revenue last year was 
not only more than was spent for 
all other forms of advertising, but 
it was as great a share of the total 
amount spent as was enjoyed by 
publishers in 1940.” 

This, he pointed out, was in 
spite of an expenditure for tele- 
vision and radio last year which 
amounted to more than $600,000,- 
000. 

“In other words,” he asserted, 
“the usefulness of advertising is 
demonstrated by the ability of 
worthy, new media to pay their 
way with advertisers, while 
worthy, older media continued to 
grow in the volume of their 
billing.” 

He interpreted the figures as a 
denial of the claim that Americans 
are more listeners and lookers 
than readers. They are both, he 
contended, but ‘certainiy no one 
can challenge the power and influ- 
ence of the printed word . . . as 
the primary creator of demand for 
products and services, and a 
moulder of public opinion.” 

3.326 Bureau Members 

Present Bureau membership 
totals 3,326, including 1,209 daily 
newspapers—an increase of 181 
dailies in 10 years. 

Mr. Thomson explained that the 
new dues structure, with publish- 
ers paying on the basis of a slid- 
ing scale, figured on circulation, 
plus the cost of making the audit, 
provides a more equitable system. 
Dues to advertisers have been in- 
creased from $48 to $50. 

The report also corhmented on 
growth of the audited circulation 
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idea in Europe and in Latin Amer- 
ica. It expressed confidence that 
the directors and members would 
work out amicable solutions to the 
major problems, such as trading 
area definitions for mewspapers, 
and auditing of unpaid business 
papers’ circulation. 

The majority of the Board, he 
said, believes the Newspaper mem- 
bers themselves must solve the 
question of representation for the 
more than 600 weekly papers. 
Buyer directors, he remarked, 
have come around to the idea 
that the weeklies, representing 
more than a third of total news- 
paper membership, deserve one 
representative out of the news- 
papers’ six. 

Mr. Thomson called attention 
to the fact that the Post Office 
does not discriminate between 
weeklies and dailies, and he made 
an added point out of the recent 
announcement that weeklies have 
been invited to compete for Pulit- 
zer Prizes. 

ABC management, faced with a 
pile-up of reports, is studying a 
system to stagger the due dates of 
Publishers’ Statements, Mr. Thom- 
son reported. Last year there 
were 2,477 audits, a decrease of 
77 from the previous year. 

Mr. Thomson hailed the Bu- 
reau’s new headquarters offices in 
Chicago as a completely modern- 
ized plant equipped mechanically 
to do a bigger and better job, at 
a substantial saving’ in rent. 

Wyman’s 4 Points Hailed 

The opening session greeted en- 
thusiastically a four-point pro- 
posal by Phillips Wyman of the 
McCall Corp. for a more exten- 
sive ABC service. He declared 
the organization is functioning to- 
day as if the advertising business 
were still following the pattern 
of 1914. 

Although he would not have 
ABC give up its primary function 
of auditing, Mr. Wyman said it 
has “more important functions to 
fulfill.” He recommended: 

1. Spot - checking, investigation 


of startling changes in trends, oc- 
casional unannounced thorough 
audits, education of publishers 


and their clerks in keeping accu- 
rate records. 

2. Speedup in printing the ABC 
reports to help advertisers obtain 
more up-to-date information. 

3. Improve ABC public rela- 
tions because it is taken for 
granted and is disregarded as of 
no dynamic importance except by 
circulation men and a few adver- 
tisers and agents. Of 2,500 agents 
only 488 belong, Mr. Wyman 
cited, and of 1,145 advertisers 
spending more than $50,000 a 
year, only 354 are ABC members. 

4. More serious consideration 
to expansion of ABC services for 
the benefit of buyers and sellers 





The ABC After 36 Years 





At the close of its 36th fiscal year, the Audit Bureau of Circu- 


lations membership reached 3,326, 


classified as follows: 





1-Year 
Gainor 10-Year 
1950 Loss Gain 
Advertisers: 
National. . 3 410 25 173 
| eae 41 (2) LL 
Miscellaneous. . z 3 7 
Advertising Agencies: 
Full Service. ; SO (2 16 
Associate and Duplicate Service 105 35 
Newspapers: 
Daily 1,209 16 181 
Weekly: 
Aucite* Every Cther Year 571 (21) 571 
Aurited Annually....... 113 (5) 47 
Religious, General & Miscel.. . 81 3 78 
Magazines..... Bieler 272 5 47 
Farm Publications 71 2 15 
Business Papers 366 (1) 9% 
3,326 23 Net 1,277 
Gain 
Percentage 
1949 1940 of Increase 
Population (in millions) 148.0 132.0 12% 
A.B.C. Circulation per Issue (in millions): 
Magazines....... 142.5 94.8 50% 
Daily Newspapers 49.5 38.5 28% 
Farm Publications. 18.6 15.2 22°¢ ( 
Business Papers. .. 4.5 2.7 62% 
215.1 151.2 42% 
Total Publication Advertising (in millions) : 
Newspapers. $18782.1 $762.7 133% 
Magazines Rte 412.4 156.3 164% 
Farm Publications 44.3 17.2 157% 
Business Papers 222.5 64.2 246% 
$2,461.3 $1,000 .4 146°; 





of advertising, shifting the em- 
phasis away from leisurely audit- 
ing. 

W. B. Potter, Eastman Kodak 
Co., speaking as past chairman of 
the Association of National Ad- 
vertisers, urged printed media to 
engage in tri-partite research in 


order to give advertisers more 
authoritative information. 
He reminded ABC members 


they have been slow in reacting 
to present-day needs of advertis- 
ers. He mentioned the magazines’ 
reluctance to authorize audience 
studies, newspapers questioning 
the research of readership habits 
and the “recent challenge by a 
group of newspapers of the right 
of advertisers to set up criteria 
for determining proper trading 
areas.” 

Mr. Potter said a recent Foote, 
Cone & Belding study of media 
research projects rated them as 
follows: 59% excellent; 25% ac- 
ceptable; 24% partly acceptable; 
and 46% waste basket fodder. 

“ABC must always remain the 
bedrock for the evaluation of 
printed media.” he concluded. 

John S. Knight, president of 
Knight Newspapers, reviewed the 
world situation and declared the 
press has a_ responsibility to 
“audit” government. 
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Assistance in DAV 


Contest Restrained 

Harold De Vries, doing busi- 
ness as Research Book Co. in 
New York City, has consented 
to a permanent injunction restrain- 
ing him from advertising offers 
of assistance in the Third Annual 
National Puzzle Contest of the 
Disabled American Veterans, Inc. 

The contest, advertised in news- 
papers, called for contribution to 
DAV as a provision for entering 
and offered prizes totalling $100; 
000. 

The complaint charged the de- 
fendant supplied solutions and so 
lution aids in the first set of tie- 
breaking puzzles in the contest. 
An affidavit supporting the mo- 
tion for an injunction said the 
defendant ran an ad in the San 
Rafael (Calif.) Independent Jour- 
nal Sept. 9 and in other papers 
Offering for a fee of $15 to fur 
nish “Comparison Answers {0 
DAV tiebreakers.” 


e 
G. N. & R Appointed 
Vallejo (Calif.) Times - Herald 
and News-Chronicle have appoit- 
ted Gilman, Nicoll & Ruthman 4 
national advertising representa 
tives. 
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UNITED NATIONS troops in Ko- 
rea are reading the first “news- 
paper” to be published in liberat- 
ed Korea, thanks to the Marines 
and their mimeograph machine. 

It is the two-page Kimpo Pio- 
neer Press, edited by Capt. Reu- 
ben Monson, USMCR, formerly 
a reporter for the St. Paul (Minn.) 
Pioneer Press, and Staff Sgt. Ed- 
ward Barnum, USMC, of Denver, 
Colo. They have an itinerant re- 
porter, Major Frank H. Smyth, 
USMC, of Santa Ana, Calif., pub- 
lic information officer for the Ist 
Marine Air Wing. 

Odd City Room 

The odd newspaper office is a 
tent, lighted with a single bulb. 
Its “wire service” is a radio, bor- 
rowed from a chaplain. The city 
desk is a piece of plywood rest- 
ing on two gasoline drums. The 
typesetting machine is a_ type- 
writer, borrowed from a commu- 
nications unit. Source of the press 
(mimeograph machine) was not 
disclosed. 

Local and radiocast news from 
around the world is condensed 
and stencilled at 2 A.M. and the 
Kimpo Pioneer Press is run off. 
All hands then go to bed—right 
there. The paper is delivered at 
6 A. M. to various commands by 
Korean beys. 

The first day’s run was 100 
copies. By the fifth day, circula- 
tion had boomed to 500 and the 
publishers were having newsprint 
trouble. 

2 More Casualties 


Two more correspondents suf- 
fered injuries this week, increas- 
ing the press casualty list to 39. 
They were Robert Vermillion and 


Robert Bennyhoff, both United 
Press writers. 
Mr. Vermillion, who during 


World War II jumped with both 
U. S. and British paratroopers, 
broke his left ankle doing it again 
—this time with American sky 
troops in Korea. The collision 
of a paratrooper with the corre- 
spondent’s parachute 20 feet above 
the ground 25 miles north of 
Pyongyang on Oct. 21 caused him 
to fall unsupported from that 
height. 

“Ll was the last man to jump 
from the first plane and I antici- 
pated no traffic jam in the air,” 
reported Mr. Vermillion. “I ran 
into one, nevertheless. About 20 
feet above the ground, a para- 
trooper, falling faster than JI, 
plummeted into my parachute and 
collapsed it around my _ shoul- 
ders.” 

In Same Hospital 

In the same hospital at Kyushu, 
Japan, with Mr. Vermillion later 
was Mr. Bennyhoff, who suffered 
an injured back when a C-119 
did a ground loop on the takeoff 

a western Japanese base on 
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Kimpo Daily Appears; 
9 More Reporters Hurt 


its way to Pyongyang. Neither 
knew about the other’s presence 
in the wards of the same institu- 
tion until Ralph Teatsworth of 
the U. P. Tokyo bureau told 
them. 

While he was still in the hospi- 
tal, Mr. Bennyhoff met several 
G. I.’s who had survived the re- 
cent prison-train massacre in 
North Korea and got their grisly 
story. 

Percy Wood, Chicago Tribune 
war correspondent, heeded the 
plea of a survivor of the massacre 
to get word to his Iowa parents 
that he was still alive. At Mr. 
Wood’s request, the newspaper 
telephoned the parents, overjoyed 
at the news. 

Maggie Comes Home 

Marguerite Higgins of the New 
York Herald Tribune—the famous 
Maggie of the front lines—re- 
turned home to speak at her news- 
paper’s annual Forum. 

“I feel like a deserter,” she re- 
marked. “I’m a working gal and 
would like to return to the Far 
East in three or four weeks by 
way of the fighting in Indochina.” 

Miss Higgins said she fears the 
Korean war will continue with 
guerilla fighting for sometime to 
come. 


Pills Handed Out 


DaALLas, Tex.—Betty Beaird is 
handing out anti-cold tablets at 
the Dallas News free to all com- 
ers. She is the registered nurse who 
runs the first aid room in the 
News building. 





Emergency Edition 
In St. Augustine 


St. AuGusTINE, Fla—The St. 
Augustine Record published a half- 
page emergency edition Oct. 18 
when hurricane and flood waters 
surrounded the Record building 
with four feet of water. The edi- 
tion was printed on a hand-oper- 
ated job press, and contained main 
national and local news items. 

bd * 

For the second time in six 
years, the Daytona Beach (Fla.) 
Evening News published a “Hurri- 
cane Edition” on a proof press. 
The first one was Oct. 19, 1944; 
the second was Oct. 18, 1950. 

Two Intertypes, their metal 
heated with gas, were operated 
by small gasoline motors. Com- 
posing room workers then oper- 
ated a hand proof press to run 
off several hundred copies. On 
the following day, to meet a de- 
mand for souvenirs, a press run 
of 5,000 copies was made. Ap- 
proximately 4,000 were sold at 
Se each. 





HOME from Korea for an ad- 
dress to the New York Herald 
Tribune Forum, Marguerite Hig- 
gins, HT war reporter, is greeted 
at San Francisco by her parents, 
Mr. & Mrs. Lawrence D. Higgins. 








$104,300 Suit 
Is Filed in N. Y. 
By Mrs. Verges 


Mrs. Evelyn M. Verges, who 
describes herself as the socially 
prominent wife of a Washington, 
D. C. physician, has filed a $104,- 
300 libel suit in Federal Court, 
New York, against Hearst Corp.. 
News Syndicate Co., Inc. and 
United Press. 

Mrs. Verges claims a case of 
mistaken identity on the part of 
the papers and the press asso- 
ciation ruined her trip to Spain 
last Fall and caused her consider- 
able embarrassment. 

Mrs. Verges claims that on 
Sept. 23, 1949 she sailed aboard 
the “Atlantic” for Barcelona, for 
the purpose of entering her two 
children in school there. When 
she arrived, she alleges, she was 
met by New York Mirror, New 
York News and U.P. reporters 
who asked her if she were Vir- 
ginia Hill, reputed former girl 
friend of Bugsy Siegel. 

She claims that as a result of 
the questioning by reporters, and 
their stories: Spanish authorities 
refused to permit her to take her 
automobile off the steamer in 
Barcelona; that she was annoyed, 
pestered and harassed in Barce- 
lona by strangers who asked her 
if she were Virginia Hill and also 
questioned her children; and that 
one man made improper advances 
to her on shipboard. 

The plaintiff says she returned 
to New York Oct. 7 with her 
children and incurred expenses of 
$4,300 on the useless trip. 

* 


Early Travel Section 


Cuicaco—A 10-page “Follow 
the Sunshine” section published 
by the Chicago Tribune on Oct. 22 
was the largest such section printed 
by the Tribune since the news- 
paper began its early presentation 
of winter resort news and adver- 
tising in that fashion in 1948. Ad- 
vertising in the section exceeded 
the 1949 total by more than 5,000 
lines. 


Guild Taking 
Strike Vote of 
AP Members 


American Newspaper Guild 
headquarters sent out ballots this 
weekend for a strike vote among 
the 1,500 members employed by 
the Associated Press. Returns from 
the balloting are expected by Nov. 
2, two days before expiration of 
the extended date of the contract. 

Guild spokesmen said the Rank 
and File Committee had asked for 
the referendum after 10 weeks of 
“fruitless negotiation” with AP 
management and Federal concilia- 
tion. Chief issues, the Guild said, 
involve a new wage scale with 
$120 minimum for large cities and 
$110 elsewhere, a general scale in- 
crease rather than AP’s offer of 
merit raises, arbitration of griev- 
ances over working conditions, cer- 
tain exemptions and sick leave al- 
lowances. 

Pledges of strike support have 
already been given by Guild locals 
in Detroit, Chicago, New York 
and the Twin Cities (Minneapolis 
and St. Paul), according to the 
Guild announcement. This means 
the members in those cities will 
regard AP copy as “hot copy.” 

Support for Eagle Unit 

The Representative Assembly of 
the Newspaper Guild of New York 
City, at a meeting Oct. 25, extend- 
ed its full support to the Brooklyn 
Eagle unit, which has set Nov. 6 
as a strike deadline if agreement 
on a contract is not reached. 

Nominated by the RA as the 
administration slate in the election 
of officers to take place in De- 
cember were: 

Edward Easton, World-Tele- 
gram and Sun, president; Arthur 
Rosenstock, Post, first vicepresi- 
dent; Thomas Fay, Herald Trib- 
une, second vicepresident; Joe 
Kommer, Standard & Poor’s, third 
vicepresident; Thomas J. Murphy. 
executive vicepresident; M. Michael 
Potoker, secretary-treasurer. The 
only contest was for the nomina- 
tion for third vicepresident, for 
which offce the name of Dero 
Saunders, Time, Inc., was offered. 

Nominated for the executive 
board, with only five opposing can- 
didates, were: 

Larry Benjamin, Times; Bill 
Burgess, News; Eileen Callahan, 
News; Gilbert Cant, Time, Inc.: 
Jim Egan, Worid-Telegram and 
Sun; Ed Hassett, Standard & 
Poor’s; Morris Iushewitz, Labor 
Press; Ralph Katz, Times; Victor 
Leo, Journal-American; Jack Lot- 
to, INS; Frank Marra, Journal- 
American; Herbert Marx, Scholas- 
tic; Joe Murphy, AP; Phil Potthoff, 
Mirror; Richard Roth, Eagle; Bob 
Stern, Herald Tribune. 

The Guild won—313 to 60—a 
union security election at the 
World-Telegram and Sun under 
supervision of the National Labor 
Relations Board. The Guild won 
a similar election at the Bell Syn- 
dicate—26 to 4. 








Howard Tells Reader 


How Freedom Works 


Roy W. Howarp re-stated his 
policy of editorial independence 
this week in a letter to a reader 
of the New York World-Telegram 
and Sun. 

Said the newspaper's president 
and editor: 

“Editorship of an independent 
newspaper properly administered 
involves no rights or privileges of 
intellectual dictatorship.” 

Mr. Howard defended publica- 
tion of columns by Mrs. Eleanor 
Roosevelt and Thomas L. Stokes 
in the exchange of mail with 
Walter H. Brooks, which went like 
this: 

Protests 2 Columns 
“DEAR Mr. HowarbD: 

“As a reader of the World-Tele 
gram from the first issue, and of 
the Mail, Globe, Telegram and 
Sun over years preceding the mer- 
ger of your evening newspapers in 
New York, I would like to go on 
record with this comment: 

“I missed the WT&S during the 
recent strike, but I will personally 
go on strike, and refuse to buy any 
Scripps-Howard newspaper again, 
anywhere in the U. S., unless and 
until you get rid of your two pro- 
Communist writers, Mrs. Eleanor 
Roosevelt and Mr. Thomas L. 
Stokes. 

“You are spoiling my dinner, 
almost every night, with the Party 
Line drivel which these by-line 
writers dispense in your columns— 
and I'll pass up the rest of your 
journalistic feats if I have to take 
such writings and under-writings 
from high sources.” 

‘Off the Target’ 
“My Dear Mr. Brooks: 

“It’s easy to either answer or 
ignore an unreasonable letter from 
a nut. It’s not so easy to reply to 
an obviously intelligent reader who 
has momentarily turned his back 
on reason and indulged himself 
in his inalienable right to blow his 
top. 

“IT doubt if I am any more in 
attunement with the ideas of the 
two columnists to whom you ob- 
ject, than are you. However, when 
you refer to either of them as pro- 
Communist, I think you are off the 
target. 

“If you have been a reader of 
the World-Telegram and Sun as 
long as you say, you cannot be un- 
aware of the fact that a full three 
years ahead of any other New 
York newspaper the World-Tele- 
gram was beating its editorial tom- 
tom in an effort to arouse a then- 
disinterested public to the menace 
of Communism. 

“A lot of people who then ac- 
cused us of ‘seeing Commies under 
the bed’ are now scrambling so 
hard to get into the act that they 
are actually hindering real correc- 
tive measures by accusing every- 
one with whom they disagree of 
being a Red. 
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“Yom Stokes, with most of 
whose ideas on economics and 
politics I heartily disagree, has 


worked with and for me for 30 
years. In nearly 50 years as a 
working newspaper man I have 
never met anyone in the profes- 
sion in whose honesty, patriotism 
and integrity I have greater con- 
fidence. The fact that I do not 
agree with much of his thinking or 
many of his conclusions, does not 
blind me to the fact that a lot of 
equally fine Americans do agree 
with him. In my opinion it is not 
only the right but the obligation 
of independent journalists, and I 
hold myself to be one, to bring this 
sort of thinking into the open, so 
long as the integrity of the thinker 
is not open to challenge. 

“After all, and despite certain 
present-day forces in Washington, 
this is still a democracy. We will 
only continue as a democracy so 
long as the right to conflicting 
opinions, functioning through the 
two-party system, continues in 
operation. 

Politically Independent 

“The Scripps-Howard Newspa- 
pers are politically independent 
always. We make no claim to neu- 
trality and we are no devotees of 
appeasement at any time or place. 
On the other hand, we seek noth- 
ing from and we offer no alle- 
giance to any political or partisan 
organization. Our aim is to at- 
tract to our columns all people 
of open minds and good will who 
still believe in freedom of opinion 
and freedom of action under our 
Constitution, which is the safe- 
guard of all such freedoms. We 
only drop the boom on those peo- 
ple who, whether stupid or sinis- 
ter, and wearing the green whis- 
kers of phoney ‘liberalism’ seek to 
edge this nation toward statism 
and totalitarianism. 

“For Mrs. Roosevelt's political 
philosophy I have very little use. 
For the sincerity of her humani- 
tarianism and the depth of her pa- 
triotism I have very real respect, 
a respect which does not run to 
all of the metheds by which she 
seeks to implement her ideas. 
Aside from this, however, there is, 
I believe, a sound journalistic basis 
for use of her column. 

Controversial Person 

“Like the situation or not; like 
her personally or not; the fact re- 
mains that Mrs. Roosevelt, by 
methods which anyone may ap- 
prove or condemn, each according 
to his taste, has made herself a 
national figure—one of the most 
controversial in our present-day 
life. As such, what she says and 
thinks is, in our professional opin- 
ion, news—pleasing to some peo- 
ple, repugnant to others, but still 
news. We are merchandisers of 
news. 

“Editorship of an independent 
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director; R. Frank Mundry, Greenwood (S. C.) Index-Journal, presi. 
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dent; and C. F. Moester, Winston-Salem (N. C.) Journal-Sentinel, sec. 

ond vicepresident. The group presented a plaque to Bradley Welfare, 
retired CM of Winston-Salem papers. 





newspaper properly administered 
involves no rights or privileges of 
intellectual dictatorship. Rather 
an editorship is a trusteeship to be 
administered in the public interest. 
The freedoms guaranteed the 
American press by the Constitu- 
tion were not for the personal ag- 
grandisement of any editor. They 
were designed to insure to the 
readers the fullest possible access 
to the truth and the greatest pos- 
sible divergency of viewpoint. Only 
on the basis of such knowledge 
and opinions can intelligent citi- 
zens form the sound judgments 
and exercise of which provides 
the dynamics of democracy as it 
has been developed in this country. 

“From the rugged tone of your 
letter I suspect that you would be 
very quick to resent any attempt 
on the part of any editor to censor 
your reading, or to limit or dic- 
tate your news and editorial diet. 
Something like 600,000 different 
individuals buy the World-Tele- 
gram and Sun every day and 
make its columns available to the 
members of their families. Prob- 
ably no one of them is in agree- 
ment with, or is pleased by, 
everything he reads in any issue 
of the paper. 

Time to Turn in Suit 

“When the price of editorial 
success demands a daily product 
perfectly tailored to the tastes of 
600,000 independent thinking citi- 
zens of this cosmopolitan area, Ill 
be ready to turn in my suit. 

“If you have siuck with me this 
far, please accept my apology for 
the length of this reply. In miti- 
gation may I say that it results 
solely from my respect for your 
right to kick like hell about a 
newspaper which I’m happy to 
have had you seem to regard as 
your paper, rather than ours. That 
is as it should be, and we are com- 
plimented by your attitude. 

“In closing, may I say that while 
we will regret your leaving, we will 
always be glad to welcome you 
back into the fold, and if and 
when you return, which I venture 
to hope will be soon, you will at 


least know what makes us tick. In 
the meantime, with thanks for the 
interest which prompted you to ex- 
ercise your good old - fashioned 
American right to squawk, I am, 
etc.” 
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Arbitrators Deny 


ITU Reset Request 

Kansas City, Mo.—A Board of 
Arbitration has denied an ITU 
local’s request for reproduction of 
3,000 columns of national adver- 
tising accumulated from 1947 to 
June 30, 1950 on the Kansas City 
Star. The union based its claim 
on a clause in its contract which 
expired Oct. 21, 1949, 


ads “which must be 
local publication.” 

The union’s current contract 
states that “the addition of names, 
addresses, slogans, telephone num- 
bers, store hours, tax lines, key 
numbers or prices to a_ national 
advertisement does not make it a 
local advertisement nor require its 
reproduction.” The Board of Ar- 
bitration’s: decision called for the 
use of this present clause, rather 
than the previous one, in determin- 
ing which of the accumulated ad- 
vertisements should be reset. 

am 


altered for 


Manitowoc Plant 
Inspected by Public 


Manitowoc, Wis.—It was strict- 
ly a family affair when Manitowoc 
Newspapers, Inc., observed opet- 
house Oct. 14 and 15. 

The occasion marked the com- 
pletion of an extensive building, 
remodeling and press expansion 
program, which altogether had 
been under way since July, 1949. 

After escorted tours of the 
plant, local advertisers were guests 
at a reception in the walnut 
paneled business and advertising 
office. On Sunday, more than 3, 
000 persons visited the plant. 

Reed T. Bayne is publisher and 
vicepresident. The Herald-Times 
is associated in ownership 
Morgan Murphy of Superior, Wis. 
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Public Record of Cost 


Of Idea Ads Advocated 


WASHINGTON — The _ suggestion 
that many corporations have vio- 
lated federal law by failure to 
report their institutional advertis- 
ing outlays is contained in the 
interim report of the House Lob- 
by Investigating Committee. ; 

Signed only by the Democratic 
members when the Republicans 
refused to participate in the state- 
ments, the report declares: 

“No discussion of the use of 
the press to influence public opin- 
ion on legislative issues would be 
complete without reference to the 
meteoric growth of institutional 
or editorial advertising, that is, 
paid advertisements for ideas 
rather than for products, and par- 
ticularly to ideas which relate di- 
rectly or inferentially to public 
jssues. 

Aided by Tax Structure 

“This practice developed phe- 
nomenally during World War II 
when the tax structure made it 
prudent to keep operating costs 
high and profits down. It devel- 
oped, in fact, to such an extent 
that the format of the American 
newspaper and magazine has been 
quietly revolutionized. It is no 
longer any novelty to see full- 
page advertisements in which the 
Association of American Rail- 
roads reminds us taat the truckers 
should pay more for their use of 
the highways; or in which the lo- 
cal affiliates of the National As- 
sociation of Home Builders warn 
that public housing is pure so- 
cialism. 

“But editorial advertising of 
this kind is not limited to lobby 
organizations. It is rather, increas- 
ingly the province of separate 
business concerns, labor unions, 
and other such organizations not 
established primarily for the pur- 
pose of influencing legislation. 

2 Different Problems 

“Two different problems arise 
in connection with these efforts 
to affect public thinking. The con- 
siderations involved in public is- 
sues are not always reducible to 
one-page summaries; overstate- 
ment and oversimplification are 
apt to create a condition in which 
reasoned public thinking and calm 


legislative judgment become in- 
creasingly difficult. 
“The second problem relates 


once again to full disclosure under 
the Lobbying Act. Few corpora- 
tions have reported under the act, 
and those few generally neglect 
to state their institutional adver- 
lising expenses. Lobbying organi- 
Zatious which report have shown 
Similar reluctance to disclose their 
expenses in this area. The rele- 
vancy of most of this advertising 
to public issues is quite clear and, 
consequently, its cost should prop- 
erly be made a matter of public 
Tecord.” 


The report discusses at length 
the inquiry into fund sources of 
the Committee for Constitutional 
Government and the refusal of 
Dr. E. A. Rumely to reveal names 
of subscribers to books sold by 
that group on the theory that his 
Committee is a publisher and to 
require disclosure would invade 
freedom of press. 

The committee majority replied, 
in part, by reminding: 

“The ordinary publishers of the 
United States are not governed 
by the Lobby Act in any way, 
and need not file reports under 
it. The ordinary publisher is not 
attempting to influence legisla- 
tion; it is attempting to make 
money. The issue should not be 
confused by attempts of out-and- 
out lobbying organizations to con- 
ceal their objectives or to keep 
the public from being fully fa- 
miliar with their activities, includ- 
ing where they get their money 
and how they spend it.” 

Free Space Mentioned 


Pointing up the contribution in 
free space newspapers accord to 
lobbying material, the report dis- 
cusses a series released by the 
National Retail Lumber Dealers, 
distributed in mats to 1,400 pa- 
pers by Western Newspaper Union. 
It states: 


“The source is indicated on the 
mat, but not in the individual re- 
leases. In this way, the lumber 
dealers have presented their views 
to at least 4,000,000 readers who 
had no inkling of the material’s 
sources. The association’s publici- 
ty director declared: ‘If it were 
paid for at an advertising rate 
of $500 per page (Washington 
Post rate is $658.80 on contract) 
the free space occupied by the 
. . . feature would have cost the 
retail lumber dealers $272,500.’ ” 

The report was signed by Chair- 
man Frank Buchanan of Pennsyl- 
vania, and Reps. Carl Albert of 
Oklahoma, Henderson Lanham of 
Georgia, and Clyde Doyle of 
California, Democrats. Refusing 
to join were Reps. Charles A. 
Halleck of Indiana, Clarence J. 
Brown of Ohio, and Joseph P. 
O’Hara of Minnesota, Republi- 
cans. 

Advertising Deductions 

A meeting next week attended 
by Treasury representatives and 
Colin F. Stam, staff chief for the 
congressional Joint Committee on 
Internal Revenue Taxation, will 
discuss the desirability of re-exam- 
ining the attitude toward advertis- 
ing allowance deduction in connec- 
tion with the planned new excess 
profits tax bill. 

The staff was directed to make 
studies into a dozen possible 
sources of new cr increased taxes, 
one of which is 2 stricter approach 
to advertising deductions. 
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OPEN HOUSE at the new plant of Indianapolis Star and News finds 

William A. Dyer, Jr., left, general manager of Indianapolis News- 

papers, Inc., welcoming Robert Harbison, Volney Brown and C. E. 

Whitehill of local firms, with an assist by James A. Stuart, right, 
Star editor. 


Gene Pulliam’s 
New Indiana 
Plant Finished 


By Russell E. Campbell 


INDIANAPOLIS—Like the visitors 
to an infants’ ward in a hospital, 
thousands of Hoosiers trekked 
through Eugene C. Pulliam’s plush 
newspaper emporium (/ndianapo- 
lis News and Indianapolis Star), 
oh’d and ah’d over what they saw, 
and little realized the birth pains 
that went into the creation. 

It was open house for the 
merged newspapers and no one 
rejoiced more than the 1,200 em- 
ployes in the building (actually 
two buildings blended into one.) 

There have been times in the 
last 18 months when those zany 
vaudeville troupers who burlesque 
carpenters by slapping one an- 
other with boards, falling off step- 
ladders into concrete vats and cre- 
ating general bedlam seemed to 
have been turned loose in the 
place. 

$2,500,000 Project 

But that all is over. The murals 
are hung, the presses roll with 
rhythm, the linecasters shift levers 
without picking up _ loose 
window sashes, and the outside 
public can call in without hearing 
terrifying sounds of death and de- 
struction winging over the wires. 

The final daub of paint was ap- 
plied almost exactly two years 
after the Hoosier newspaper and 
business world heard the news that 
the Star, a contented second-placer 
for four decades (until Pulliam 
took over in 1944), had acquired 
the News, for 70 years regarded 
as a journalistic fortress. Work 
was begun immediately on a six- 
story building adjoining the Star 
to make a new home for the 
News, located for generations on 
Washington Street. 

The fact that the contractor vir- 
tually gutted the adjoining build- 
ing to fuse it with the Star plant 
partly explains the announcement 
that $2,500,000 have gone into 
the operation. That figure, how- 
ever, represents a lot of new 
equipment, construction and re- 


decorating costs. Station WIRE, 
located atop the Claypool hotel 
for many years, took over three 
floors of the acquired building. 

The plant throughout, except 
for the mechanical divisions, has 
been given a decorative touch 
bordering on Hollywood elegance. 
Walls of the News city room, for 
example, are lined with huge mu- 
rals reminding reporters young 
and old that they are working in 
a metropolitan setting. The en- 
trance to the business office gives 
the visitor a sweeping view, 
through vast windows, of the 
eight Wood and 12 Goss presses, 
thus gently pointing up the fact 
that it costs money ‘to produce 
advertising as well as buy it. 

The hub-bub in the building 
really got good the week-end of 
Oct. 9, a year ago, when the final 
Washington street edition of the 
News was put to bed and every- 
body pitched in to move in time 
for the early edition. 

One of the trickiest operations 
was merging the libraries. Law- 
rence Arany, librarian with News- 
week magazine for 13 years, was 
added to the staff to take charge 
of this chore. The operation has 
included the production of micro- 
films of the home editions of the 
News since it started in 1869 and 
of the Star, the city editions, since 
1903. Even after laborious dele- 
tions the library now has 3,500,- 
)00 clips, 250,000 engravings and 
mats, 135,000 pictures, and 3,000 
books. 

Not the least impressive of the 
many touches are the private of- 
fices of Publisher Pulliam atop 
the Star. This involved building 
a new building on the roof. (It is 
taboo to refer to this as the Pent- 
house.) The building on a build- 
ing includes spacious apartment 
living quarters. 

You can walk from the city 
room of the Star to the city room 
of the News by way of a winding, 
beautifully paneled hallway, but 
the management vehemently in- 
sists this hallway is no journalistic 
umbilical cord. A special section 
produced by the News carried a 
story reiterating that the two edi- 
torial staffs were continuing a 
“feud of scoops.” 
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AP Faults Are Laid 
To Manpower Problem 


By Jerry Walker 


MANAGING EDITORS and the As- 
sociated Press management agree 
that more manpower in AP bu- 
reaus might cure some of the 
news ailments due to sloppy re- 
porting, tired writing and failure 
to dig behind handouts. 

In almost every case examined 
by the APME Continuing Study 
of AP Domestic News, the prim- 
ary fault of any weakness lay in 
the reporting, according to the 
1950 APME Blue Book which is 
being distributed this week ahead 
of its formal presentation Nov. 
15 at the annual meeting of the 
Associated Press Managing Edi- 
tors Association in Atlanta, Ga. 

Bias Charge Rejected 

One editor’s accusation of left- 
wing bias in AP reporting was re- 
jected by five of the seven mem- 
bers of the Subcommittee on Do- 
mestic News, and the maiority 
report declared: “We do _ not 
believe the AP is pro-left-wing, 
pro-government, or pro-Acheson. 
Nor do we believe the evidence 
points that way.” 

While asking the press associa- 
tion to put all the news on its 
wires, the editors’ committee com- 
plained of coverage of the Hay- 
worth and Bergman baby stories 
and declared AP should not, “like 
the old sensational penny press, 
wallow in filth and sordidness.” 

The Committee expressed a 
wish that “AP would show as 
much initiative in peering behind 
the curtain of government hand- 
outs as it does in peeping through 
the keyholes of film stars’ bou- 
doirs.” 

Beaten in Korea But Recovered 

On coverage of the war in Ko- 
rea, the Foreign News Committee 
found AP guilty of having been 
“caught flat-footed” by Jack James 
of United Press on the first re- 
port of the Reds’ invasion. AP, 
the editors said, took “a two-hour 
licking.” It recovered, “but it 
could and should have recovered 
faster.” 

The editors recognized that 
AP’s biggest trouble at the outset 
was lack of an adequate staff to 
provide both frontline coverage 
and frequent Tokyo roundups. 
They credited AP with providing 
the “zip needed for headlines” by 
sharp writing from Tokyo. 

This same Committee put the 
question to AP management as to 
what is being done to prepare for 
coverage in other trouble spots. 
AP replied: “There is, of course, 
no knowing, where the next point 
of outbreak may be, if there is 
one. It would be possible, at great 
expense, to augment the staffs in 
many places—and yet miss the 
boat.” 

The twin problems, AP man- 
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agement said, are: “To take all 
reasonable measures, yet not go 
overboard. To meet both these 
conditions is certainly one of the 
greatest problems any press ser- 
vice must wrestle with.” 

Critical of AP’s lack of prepa- 
ration in Korea, the Committee 
report pointed out that one for- 
eign service six months in advance 
of the invasion gave notice to 
its clients to expect trouble, and 
had an excellent reporter on the 
scene when fighting began. 

AP management gave an ac- 
count of what happened in Ko- 
rea and acknowledged that a 
reporter “for another press ser- 
vice stumbled upon the news” and 
“ran up the two-hour beat.” 

“It gives AP no satisfaction,” 
this account said, “but merely il- 
lustrates the conditions of news 
coverage, to note that a_ third 
worldwide news service was an 
hour behind AP in reporting the 
news.’ 

Call for Digging Welcomed 

Welcoming the call for more 
enterprise and more digging, AP 
General Manager Frank J. Star- 
zel and Executive Editor Alan J. 
Gould said there has been more 
of this in the past year than ever 
before, “but not nearly enough.” 
They also agreed that far too 
much of the news on the wires 
and in member newspapers is 
purely routine—‘news that just 
popped up of its own accord and 
took nothing more than surface 
reporting to gather.” 

“This,” said Messrs. Starzel 
and Gould, “is something which 
the American newspaper profes- 
sion generally should do some- 
thing about, and we intend to be 
leaders, not followers, in that 
effort.” 

In this connection, the APME 
Content Study Committee has pre- 
pared an extensive report. (E&P, 
Oct. 21, page 9.) 

David Patten, Providence (R. 
I.) Journal-Bulletin, chairman of 
the News Committee, assailed “a 
few narrow constructionists and 
defeatists” still among AP mem- 
bers and declared AP is faced 
with a challenge to “throw out 
outworn inhibitions and __ stuffy 
maxims—a challenge to the cre- 
ativeness that has marked the 
quarter century of Kent Cooper’s 
leadership.” 

Binaggio Story Complaints 

Too many bureaus, he charged, 
have not kept up with the progress 
of the last 25 years. The story 
which brought the most com- 
plaints, he said, was the Binaggio 
murders in Kansas City, where the 
AP has a large relay and news- 
handling operation, as well as 
strong membership cooperation. 


“AP was badly beaten on this, 
one of the top stories of 1950,” 
Mr. Patten declared. 

The News Committee suggested 
that a major 1951 project should 
be a survey of the state and re- 
gional bureaus to determine where 
they are understaffed. AP man- 
agement conceded that the man- 
power situation is controlling as 
to the bureau functions. 

Referring to the charge of bias, 
Mr. Patten said the majority of 
editors thinks the 58 stories in the 
documentation presented by C. A. 
Hazen, Shreveport (La.) Times, 
show poor reporting but not bias 
of any kind. Mr. Hazen refused 
to sign the Committee report and 
submitted personal conclusions 
and exhibits. 

Broader business goverage was 
recommended by the _ Business 
News Committee, while endors- 
ing the present report as good and 
the most comprehensive of its 
kind. 

Urging AP to assume leader- 
ship in the battle for truth just 
as it did in the battle for object- 
ivity, the Domestic News Com- 
mittee said it does not mean cru- 
sading, but does mean _ honest, 
factual reporting, with the obli- 
gation upon members to print all 
of the truth. The Committee asked 
that more attention be given to 
stories developed by the individ- 
ual member’s initiative and enter- 
prise. These often have been 
ignored, the Committee said. 

Readers have been denied facts 
in strike stories, the Committee 
found, either because of vague 
phraseology or to the omission 
of pertinent details. Praise was 
given to improvement in AP’s 
coverage of crime syndicate op- 
erations in recent months. 

Pictures on Their Own 


The Newsphoto Service Com- 
mittee reported a tendency by pa- 
pers to use more pictures that 
stand on their own _ captions, 
rather than pictures tied to news 
stories. The Committee called on 
members to give AP a more fre- 
quent and faster chance at their 
good picture copy of more than 
local interest. Picture coverage of 
the Korean war brought wide- 
spread applause. 

A feature of the Sports wire 
was the poll on the greatest ath- 
letes of the Half Century and the 
Sports News Committee also com- 
plimented AP on development of 
explanatory football stories for 
Monday morning. 

In experimenting with a new 
policy of picking up byline fea- 
tures by local sports writers, the 
Committee noted that a major 
sports explosion resulted when 
portions of a column by Jimmy 
Cannon of the New York Post 
were used in an AP story refer- 
ring to Ted Williams of the 
Boston Red Sox. However, a good 
feature by Joe Reichler — “The 
Ted Williams Story’—drew “big- 
ger headlines and louder appiause 
than any similar sports feature in 
recent years.” 





We Thank You 
Speaking about writing, ap 
APME Committee said: 
“EDITOR & PUBLIS 
badly beat the AP in si 
direct telling of the story 
New Orleans newsmen 
faced state senators on 
freedom of the press issue,” 





AP spot sports coverage ap 
to be “on the beam,” and su 
to all competition, the edj 
concluded. 

The Washington News 
mittee commended AP for impm 
tial reporting of testimony dealing 
with Senator McCarthy’s chargy 
of communism. However, th 
Committee felt that AP shoul 
have produced more copy 
where and how Senator McCarthy 
was getting his evidence. 

Singled out as the outstandim 
bit of AP enterprise reporting of 
the year was the work of Do 
Kovacic, News Editor and Wash 
ington Chief William Beale jp 
cabling the gist of Senator Me 
Carthy’s charges to Owen Latt- 
more in Afghanistan. It produce 
the “pure moonshine” reply. 

The Committee lamented th 
AP’s poor handling of the Nev 
Year’s Eve break on the State 
Department’s change in policy o 
Formosa, while an individual Nes 
York paper gave its news servic 
clients a story that had “punch” 

Doorbells and Buttonholes 

“More old-fashioned digging i 
needed in Washington,” the Com © 
mittee commented. “A good re 
porter must ring a lot of doorbelk 
to dig out the truth. . a 
asked the New York paper’s State 
Department reporter how 
achieved his exclusive on the & 
curity Council’s decision. His ‘at 
swer is the key to successful re 
porting. He buttonholed every 
person he could find who knew 
what had happened at the Coun § 
cil’s meeting.” 

The Committee also asked fo 
more on the lighter side. 

Writing Has Improved 

The Censorship Committee 
recommended that in the even 
a full-scale war brings domestic 
censorship, the principles enut 
ciated by Byron Price at the end 
of World War II be adopted. 

Continuance of State Logs, bul 
in a more enthusiastic vein, wa 
endorsed by the State Studies 
Committee which found magy 
“pretty bad, written grudgingly 
and without spirit as an unwanted 
chore.” The editors suggested 
that “misses as well as hits should 
be scored, and by name.” 


Better cooperation between I 
dio members and newspaper mem 
bers is needed, the Committe 
said. 

“AP writing has improved, 
said the Committee in charge d 
that study, but, in a separate 
port, Dr. Rudolf Flesch sail 
“there’s still a long way to go.” 
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RICHMOND 


VIRGINIA 


ONE HUNDRED YEARS 


Times-Dispatch 


Seibel, Richmond 


(Va.) 





Fisher, Portland Oregon Journal 


HOME TOWN TOPICS GET THE CARTOON TREATMENT IN THIS GALLERY 


NICE GOOEY, STICKY SLIME 


Summers, Buffalo (N. Y.) Evening News 





Richmond T-D 
Celebrates Its 
100th Birthday 


RICHMOND, Va.—The Richmond 
Times- Dispatch celebrated its 
100th birthday Sunday, Oct. 22. 

Candles were lit in a 24-page 
centennial section which traced 
the growth and history of the 
paper and the area it serves dur- 
ing the century following the in- 
itial appearance of the Daily Dis- 
patch on Oct. 19, 1850. 

Included in the section was an 
account of the difficulties of pub- 
lishing during the Civil War, par- 
ticularly when campaigns raged 
close to Richmond and staff mem- 
bers would perform military as 





well as journalistic duty. From 
the evacuation and burning of 
Richmond in April, 1865, until 


Dec. 9 that year, the paper did 
not appear. All physical property 
of the Dispatch was destroyed in 
the fire. 

The Daily Times was launched 
on Oct. 22, 1886. In January, 
1903, the rivals were merged into 
the Times-Dispatch. It is now 
published by Richmond Newspa- 
pers, Inc., of which D. Tennant 
Bryan is president. He is also 
publisher of the Times-Dispatch. 

Other Richmond firms with a 
cemtury or more of history were 
listed in the section, and many of 
them bought ads in the section. 

When Paper Was Born 

The story of the newspaper’s 
birth was told ty Francis Earle 
Lutz, one-time member of the 
news and editorial staff. 

He wrote: 

“Men who had helped humble 
Cornwallis at Yorktown and had 
known Washington, Jefferson and 
Marshall were still alive when 900 
copies of the Daily Dispatch, a 14 
by 20-inch paper of four pages, 


came off the press on Oct. 19, 
1850, under the banner of James 
A. Cowardin and William H. 
Davis. The press was not even 
owned by the publishers of the 
newspaper which was making an 
unhesitating bid for favor against 
six established and vigorous rivals. 

“Richmond’s less than 20,000 
white persons were accustomed to 
fiery editorials and hand-picked 
news shaded to political and per- 
sonal tastes of the newspaper 
proprietors. They must have been 
skeptical when the first issue of 
the new paper promised that it 
would eschew political affiliations 
and adhere to a policy of printing 
unbiased news.” 

Financial Angel 

Major Lewis Ginter, Confeder- 
ate veteran, pioneer cigaret manu- 
facturer and cu-founder of the 
American Tobacco Co., was the 
financial angel of the Daily Times 
when it was ‘taunched Oct. 22, 
1886. Three years later he made 
a present of his losing enterprise 
to Joseph Bryan, who acquired 
the Dispatch in 1903 and created 
the present Times-Dispatch. Upon 
his death in 1908, his son, the 
late John Stewart Bryan, took 
over and, upon the latter’s death 
in 1944, his son, David Tennant 
Bryan, assumed the reins of presi- 
dent and publisher. 





100 to Participate 


In Fashion Show 

A staff of more than 100 will 
present the ninth edition of Fash- 
ions of the Times,” the New York 
Times’ fashion show, for two 
daily performances Oct. 31-Nov. 3 
at Times Hall. 

Proceeds of the show, created 
by Fashion Editor Virginia Pope, 
will be donated to the scholarship 
fund of the Fashion Institute of 
Technology. 
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Jeffress Named 
In Greensboro 
As Hines Retires 


Greenssoro, N. C.—Carl O. 
Jeffress, business manager of the 
Greensboro News Co., which 
publishes the 
Greensboro Rec- 
ord and the 
Greensboro 
News, has been 
named = general 
manager, succeed- 
ing P. T. Hines, 
who has resigned 
effective Jan. 1. 

Mr. Hines, 
general manager 
since March, 
1940, will be re- 
tained by the company as con- 
sultant. 

Mr. Jeffress is the son of Mr. 
and Mrs. E. B. Jeffress, of Greens- 
boro. Following his graduation 
from the Uniyersity of North 
Carolina in 1937 he joined the 
Daily News staff and served in 
that paper’s Washington and Ral- 
eigh bureaus for 18 months. 

He then served on the state 
desk staff of the Daily News and 
later became news director of the 
Daily News and the Record, the 
position he was filling when he 
entered Army service in 1942. 

After three-and-a-half years in 
public relations work at Fort 
Bragg, Mr. Jeffress returned to 
the company in the Fall of 1945 
and became assistant to the gen- 
eral manager. Something over a 
year ago he was named business 
manager. 

Mr. Hines joined the company 
in August, 1927, as national ad- 
vertising manager. In 1931 he 
became advertising director and 
served in that capacity until 
named general manager in 1940. 





Jeffress 


Snell's Atom 
Story Gains 
Confirmation 


Verification of a story first pub- 
lished in the Atlanta (Ga.) Con- 
stitution on Oct. 3, 1946, under 
the by-line of David Snell, came 
four years later when U. S. in- 
telligence officers revealed this 
week the existence of a Russian 
atomic research project at Hung- 
nam, Korea. 

Mr. Snell, now a staff writer 
for the New York World-Telegram 
and Sun, broke the story of a 
Japanese atomic project at Hung- 
nam, then called Konan by the 
Japs, on the northwestern coast 
of Korea, in the Atlanta paper, 
of which he was a staff writer. 

The writer, in Korea as a CID 
officer, interviewed a former Jap- 
anese intelligence officer over a 
cup of tea in an abandoned Shinto 
shrine on a hill in the heart of 
Seoul in the summer of 1946. 

“The Jap told me he had been 
in charge of security at the re- 
search project, since taken over 
by the Russians,” Mr. Snell told 
Epiror & PUBLISHER. “The story 
was hotly denied all over the 
world. /zvestia, the official Soviet 
organ, branded it ‘delirium’ and 
called me a ‘provocateur.’ ” 

In an article published last Oct. 
7 in the W-T & S, Mr. Snell said 
the officer admitted to him that 
an atomic weapon had been suc- 
cessfully tested there. 


a 

A-Seminar Planned 

New CAstTLe, Pa.—Bart Rich- 
ards, associate editor of the New 
Castle News and president of the 
Pennsylvania Society of Newspa- 
per Editors, has announced plans 
for a seminar for editors on 
atomic energy at Pennsylvania 
State College in January. 
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THE ADVERTISING SURVEY 





Admen Pull In Revenues 
But Have Hole In Pocket 


By Lawrence Farrant 


CLEVELAND — Advertising staffs, 
from file clerks almost right up 
to publishers of newspapers, were 
raked over the coals at the In- 
stitute of Newspaper Controllers 
and Finance Officers annual meet- 
ing here last week—because ad 
Staffers keep money coming in but 
ignore how to keep it from going 
out again. 

“Each department, including ad- 
vertising, should operate under a 
budget, flexible enough to expand 
with income, but ready also to 
trim when business falls off,” said 
Francis I. Heinen, business man- 
ager, Freeport (Ill.) Journal 
Standard. 

“A publisher, in order to reduce 
the cost of publication, must take 
either of two courses of action,” 
said A. Keith Buckland, comp- 
troller of the Montreal (Que.) 
Standard. “He can reduce the cost 
by reducing the quality of the 
package he is placing on the mar- 
ket, which is not recommended— 
or he can reduce costs through 
eliminating waste and streamlining 
operations.” 

Despite advice and criticism, 
there’s a considerable time-lag be- 
fore anything is done, the con- 
trollers reported. 





“The sales force must be 
screened,” declared Willard C. 
Worcester, general manager of 


Central Newspapers, Inc., Indian- 
apolis. “On our papers, we clas- 
sify them as A, B and C. The 
Cs are borderline cases, can’t sell 
and their accounts don’t run with 
any frequency. The Bs are run- 
of-the-mill but they handle serv- 
ice accounts well. The As, cre- 
ative sellers, increase space used 
and develop new accounts. We 
try to make our Bs into As, 
Cs into Bs and drop the incor- 
rigible Cs.” 
Cut Down Entertainment 

Canadians are just as hard on 
salesmen. “We compare the in- 
dividual traveling and entertain- 
ing expenses of each man against 
the results obtained,” Mr. Buck- 
land said. “It may be that a sales- 
man who brings in many accounts 
is too expensive to be maintained 
by the department. Entertainment 
accounts should be carefully scru- 
tinized and any unnecessary lav- 
ishness discouraged.” 

Production men on 
told their side of the 
considerable emphasis 
carelessness. “If the 
department had some responsibil- 
ity for increased cost, particularly 
so if the increase was caused by 
waste, then it seems reasonable 
to assume that department might 
become more interested in elimi- 


14 


newspapers 
story, with 
on admen’s 
advertising 


nating waste and in helping to 
keep down increased costs,” said 
Leon A. Link, production man- 
ager of the Cleveland (O.) Plain 
Dealer, “In many newspapers to- 
day, the advertising department 
can order an ad reset several 
times without any cost obligation, 
no matter how much cost the re- 
setting may have caused in the 
composing room and other depart- 
ments.” 

Admen were also accused of 
squandering money on promotion 
without regard to how much reve- 
nue it brought in. 

“Review the services which are 
extended to clients in advertising 
promotion work and compare 
costs with rates and revenue re- 
ceived,” said Mr. Buckland. 

“Don’t set copy on the state- 
ment that it may be run later,” 
said Mr. Worcester. “If the ad- 
vertiser orders such copy and 
doesn’t run in 30 days, charge 
him composition.” 

Careful checks were urged to 
avoid make-overs, allowances and 
make-goods. 

Routine of Small Paper 


“Display advertising copy is 
prepared by the salesman who 
sells, or receives the ad,” said 


Wendell C. Wagman, office man- 
ager of the Rapid City (S. D.) 
Daily Journal. “Each salesman 
prepares a layout of each ad to 
which is attached, or at the bot- 
tom of the layout is the typed 
copy of the ad message. Each 
layout is stamped with a rubber 
stamp, showing the size, day and 
date ad is to run, salesman who 
prepared ad and if proof is to 
be shown to the advertiser. 

“Each salesman is responsible 
for getting his own copy to the 
composing room. On each desk 
there is a basket where he places 
his finished layouts, and when he 
leaves the office, or several times 
during the morning or afternoon 
he takes his copy to the compos- 
ing room. We have a drawer for 
each day of the week where copy 
is placed. If you don’t have some 
system where all ads for each day 
of the week are kept, you should 
consider something along this line. 
Even hooks or nails will work but 
you run the chance of losing copy 
this way. The composing room 
takes proofs and copy to the ad- 
vertising department late in the 
afternoon, and early in the morn- 
ing. The salesmen read proof 
on all display advertising copy. 

Double-Check National 


Double-checking seemed needed 
for national advertising. On the 
Rapid City Journal, one of the 
bookkeepers gets all orders and 



























































A Select Group of Ad Managers 
Admanagers of the Ohio Select List chose mew officers at their recent 
meeting. This picture shows: Left to right, front—John L. Haltermon, 
Mt. Vernon News, vicepresident; H. C. Barrick, Zanesville Time. 
Recorder & Signal, president; Mrs. Pauline Thomas, Findlay Repubj. | 
can-Courier, secretary; rear—J. K. Staats, Marion Star, retiring pres. E 

dent; and John Cameron, Gold Seal Co., guest speaker. 
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cancellations. She makes sched- 
ules as ordered in a day book 
dated by month, day and date. 
The order then goes back to the 
ad manager who files it under the 
date the first ad runs. One day 
in advance, the bookkeeper makes 
a schedule of all ads to be run. 
The ad manager double-checks 
this with his orders for the next 
day. 

Here are some suggestions for 
cutting costs in the advertising de- 
partment. The first group came 
from Mr. Worcester. 

1. To increase linage, hold sales 
school for whole staff and after 
that drop those who are not pro- 
ducing. 

2. Review all mat services, dis- 
carding those which are not used 
consistently, and be tough about it. 

3. Get deadlines established 
and stick to them—saving money 
on overtime in the mechanical de- 
partments. 

4. Work out flow of copy to 
avoid peaks in composing room. 

5. Charge advertisers for ar- 
tist service and cuts. 

6. Advertise advertising in the 
columns of your own newspaper 
—particularly plugging used-car 
want-ads. 

Here’s what Mr. Buckland said: 

1. Test the ability of each man 
and encourage older men to train 
the younger men in the field. 

2. Encourage advertisers to use 
repeat ads whenever possible. 

3. Retain all layouts, composi- 
tions for future use. 

4. Review the publications 
where the company’s ads are run 
and discourage placing of ads for 
benevolent or good-will purposes. 

* 


Page in Pastels 

DaLLas, Tex.—-Neiman - Marcus 
store ran a double-truck advertise- 
ment in the Sunday Dallas News, 
Oct. 22, with one page in black 
and the other in pastel colors. 
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Admen Don’t Believe 
In Ad Budget Forecasts | 
FORECASTS will soon be readied | 
about how much money is to vy 
into advertising budgets for 1951— 
but who will believe the prognost. | 
cators? i 
Not us, says one of the mos! 
outspoken of New York advertis § 
ing agencies, Grey Advertising. ' 
“Solely because of our prophetic © - 
insight and our fabulous _ inside E 
sources of information,” says Grey 
with tongue in cheek, “we are abk ° 
to prophesy that the majority of 
advertisers will reply: “We'll eg 
more than we did in 1950.’ Asaf 
matter of odd fact—come to think f 
of it—the answer is always th} 
same!” id 
In the latest issue of Grey Mat § 
ter, monthly publication of th? 
agency, budget forecasts get 3) 
kicking around. It’s easier to be 
lieve the predictions of rival politi 
cal parties the day before election. § 
Falsies—Not Real 3 
Grey Matter reports there’s plen- ; 
ty of padding—sometimes becaus | 
the ad manager quotes a figure k 7 
hopes he’ll get, sometimes to keep § 
the competition from knowing how ) 
much of a whack is in view, some 7 
times to please the reporter who § 
likes to write about bigger budgets © 
and often just to get better treat j 
ment in news columns. i 
Grey Advertising suggests: t 
“Advertising has a serious nee) 
for the establishment of modenf 
accounting standards for the #§ 
budget. The great fight of the at § 
vertising business is not necessaril! § 
a fight for larger ad budgets—bu' 
to make the ad budget an adver 
tising budget rather than a budget 
ary catch-all and crazy-quilt.” 


a 
Soil Section 
SALEM, Ore.—The Salem Cap 
ital Press recently published an & 
page special Soil Conservatiot 
section. 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ApvVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * 
National Advertising Representatives: Sawyer-Ferguson-Walker Company . 
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Amberg Named 
Gen’‘l Manager 
At Syracuse 


Appointment of Richard H. Am- 
berg as general manager of the 
Syracuse (N. Y.) Post-Standard 


was announced this week by S. I. 
Newhouse, owner of the morning- 
Sunday newspaper. 





Richard H. Amberg 


Mr. Amberg, a former general 
manager of Long Island News- 
day, will assume the new post on 
Nov. 1. Ernest L. Owen, president 
of the Post-Standard Corp. and 
publisher since 1942, is retiring to 
devote his time to travel and spe- 
cial writing. 

Since leaving Newsday, Mr. Am- 
berg has served as administrative 
assistant of the New York Herald 
Tribune and assistant to the vice- 
president and treasurer of Fair- 
child Publications, Inc. He has 
resigned from the latter post to 
join the Newhouse organization 
which also publishes the Syracuse 
Herald-Journal, evening, and the 
Herald-American, Sunday, and op- 
erates radio and television stations 
in Syracuse. 

Mr. Owen, who was active in 
the New York State Publishers 
Association as chairman of the 
Modern Developments Committee, 
was general manager of the Pough- 
a (N. Y.) poi sae and 





Fezziwig’s Fiddler! 





One of the many delightful characters 
you'll meet in Charles Dickens’ beloved 


*A Christmas Carol° 
30 Daily Strips Beginning Nov. 20— 
An NEA Full Service Yuletide oe 


Star-Enterprise from 1939 to 1941. 


He was born at Marion, O., 62 
years ago. 

A 1933 graduate of Harvard, 
magna cum laude, Mr. Amberg 
was editor and publisher of the 
Oil City (Pa.) Blizzard before 
World War II. He also published 
the Knox (Pa.) Times, a weekly, 
and the Pennsylvania Sportsmen’s 
Hunting and Fishing Digest, a 
monthly. 

During the war, he was naval 
advisor to General Douglas Mac- 
Arthur and flag secretary to Ad- 
miral Richmond Kelly Turner. He 
was awarded the Legion of Merit 
by General MacArthur and partici- 
pated in seven major campaigns 
in the Pacific. He was graduated 
from the U. S. Naval War Col- 
lege at Newport, R. I. and the 
Marine Corps Command and Gen- 
eral Staff School at Quantico, Va. 
and served as aide to the Com- 
mandant of the Fourth Naval Dis- 
trict in Philadelphia. 


Mr. Amberg is a member of the 
Harvard Club of New York, Na- 
tional Republican Club (N. Y.), 
National Press Club (Washington) 
and the Army and Navy Club 
(Washington). His present home is 
in Plandome, L. I. 


Sees Made Ad Chief 


On Kansas City Star 

Kansas City, Mo.—Emil A. 
Sees, local display advertising 
manager for the Kansas City Star, 
has been elected treasurer and di- 
rector of all advertising for the 
newspaper. 

Dean Fitzer, director of the 
Star’s radio station, WDAF and 
WDAF-TYV, was elected a director 
of the company to fill a vacancy 
created by the death of Earl E. 
Robertson, vicepresident. Arthur 
C. Wahlstedt, assistant general 
was elected first vicepresident, suc- 
ceeding Mr. Robertson. 





Editors’ Editor 

The Board of Directors of 
the American Society of News- 
paper Editors has appointed 
Fredric G. Pitts of Wooddale, 
Del., as editor of the society's 
Bulletin, issued monthly. Mrs, 
Pitts, Alice Fox Pitts, has been 
apointed assistant secretary of 
the society and editor of the 
Proceedings of Journalism, the 
annual volume of the society, 








Official Praise 


BUFFALO, N. Y.—The Common \ 


Council commended the Buffalo 
Courier - Express and _ Publisher 
William J. Conners, Jr., for spon- 
soring the football game between 
the University of Buffalo and 
Niagara University. Part of the 
proceeds were turned over to the 
Good Fellows for charitable uses, 
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placed 1,016,288 lines* 
of national advertising 
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of this year. 271 national 
advertising agencies. 
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and you can't miss! 


During the first eight months 














And, for the same period, 


——— 


space in 


THE MIRROR! 


~ 


> January through 
4 ‘ 

* 

¢ 


August this year, 





1,356 local display 
advertisers placed 
3,231,909 lines* 


of display advertising 





y, 
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TOP-RANKING ADVERTISERS ADD THE MIRROR 
TO OBTAIN FULL COVERAGE OF THE BOOMING 
LOS ANGELES MARKET 


570,000 daily readers .. . 65% of whom 


read no other Los Angeles metropolitan 





Leading advertising agencies and local 
advertisers use America’s fastest-grow- 
ing newspaper, THE MIRROR, to reach 


VIRGIL PINKLEY, EDITOR AND PUBLISHER 


ADD THE MIRROR coc snccu: 


REPRESENTED BY O’MARA & ORMSBEE, INC. 


daily newspaper! 
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The mass migration to the West during the last ten years has been one 

of the greatest population shifts in history. In this period, almost 

1% million people have been added to the Los Angeles market — now 
America’s third largest market. The Los Angeles Times has more than kept 
pace. In circulation and advertising gains over 1940, The Times has outstripped 
every other Los Angeles newspaper and, percentage-wise, has exceeded the 
phenomenal growth of the Los Angeles market itself. The Times has the 
largest daily and home-delivered circulation in the West and leads 


its field in every major classification of advertising. 
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LOS ANGELES 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 





— 


EDITOR. & PUBLISHER for October 28, 19 ED) 


! 


GAIN — 48.50% 


los Angeles, Orange Counties: 
1940 population, 2,916,403. 
1950 population, 4,330,962. 
Source: U. S. Census 1940; 

U. S. Census (Prelim.) 1950. 
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GAIN — 73.40% GAIN — 100.57% 


DAILY SUNDAY 


Los Angeles Times circulation: 
1940—Daily, 227,302; Sunday, 395,955 
1950—Daily, 394,134; Sunday, 794,163 
Source: A. B. C. Publishers’ Statements, 
March 31, 1940 and 1950. 
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GAIN —117.13% GAIN — 162.17% 


DAILY SUNDAY 


Los Angeles Times Total Advertising: 
1940 (1st Seven Months) 

Daily, 6,979,946; Sunday, 2,620,847. 
1950 (1st Seven Months) 

Daily, 15,155,755; Sunday, 6,870,998. 
Source: Media Records. 
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Scott Says Research 
Is Key to Ad Sales 


By George A. Brandenburg 


CuicaGo—In Don Scott's league, 
a representative’s sales kit should 
contain all the latest “tools of the 
trade,” forged by research and 
sharpened by the grindstone of 
factual information, that aid in 
selling newspaper advertising to 
national advertisers and __ their 
agencies. 

Such an approach, says the Chi- 
cago manager of Osborn, Scolaro, 
Meeker & Scott, is the modern 
way to win friends and influence 
people in today’s highly competi- 
tive advertising field. “There must 
be planned selling from the news- 
paper and its representative on 
through to the top level on the 
buyer’s side, if newspapers are to 
continue to get their rightful share 
of the business,” Mr. Scott told 
E&P. 

Research-minded 

He is probably a little more 
research-minded than some repre- 
sentatives, for his organization 
represents a number of dailies in 
competitive cities. Likewise, OSMS 


believe such factual selling mate- 
rial aids newspaper advertising 
generally. 


In discussing his firm’s reliance 
on this type of selling, Mr. Scott 
explained “we don’t throw the 
book at them, but we do seek to 
select the right set of facts that 
will help solve a particular adver- 
tiser’s problem.” 
of inter- 


“Because frequent 


office discussions, plus the timely 
material supplied by our news- 
papers, our salesmen are well 


equipped to make a sale,” he con- 
tinued. “But a salesman must be 
able to make the proper selection 
quickly of the most effective sales 
tool to fit a given situation. This 
information must be presented 
with all the dramatic appeal that 
a salesman can put into his inter- 
view.” 

Discusses Newspaper Research 

Getting down to the every- 
day sales work of a newspaper 
representative, Mr. Scott picked 
up a copy of “Newspaper Re- 
search,” latest study by the Re- 
search Committee of the News- 
paper Advertising Executives As- 
sociation, stating this report is 
“another step in the right direc- 
tion.” 

“It is a cooperative effort on 
the part of newspaper advertising 
executives to approach the re- 
search angle from the standpoint 
of the advertiser,” he stated. 

He pointed to the foreword 
from “the customers,” research 
men in the advertiser and agency 
field who are serving as an ad- 
visory committee to NAEA. 


‘20 





Vergil D. Reed, J. Walter 
Thompson Co., New York, chair- 
man of the advisory committee, 
refers to the book as “a very real 
contribution” to newspaper re- 
search. “Very probably,” he says, 
“its publication will mean more 
work for us of the Advisory Com- 
mittee. We hope it does—in terms 
of our stated objective of encour- 
aging more research by news- 
papers and of improving both its 
acceptability and its acceptance.” 

Cites Other Sales Tools 

“That’s progress,” said Don 
Scott. “Such joint efforts provide 
better tools for selling newspa- 
pers. 

Mr. Scott told E & P that repre- 
sentatives have a number of ef- 
fective sales tools to use today, 
so that no representative has to 
approach an advertiser or agency 
executive “with only his hat in his 
hand.” 

He mentioned, for instance, gro- 


cery store inventories, consumer 
analysis, and consumer panels 
that “mine out” the specific in- 


formation wanted on specific prod- 
ucts. 

Media directors, he added, also 
like maps showing income areas 
and shopping centers; visual 
graphs of food, drug and retail 
sales; agencies with automotive ac- 
counts like to have automobile 
registrations and sales by tracts 
in a metropolitan area and by 
counties in a newspaper's “cir- 
culation influence area.” 

“One paper we represent has 
done a great deal of research on 
locating department store deliv- 
eries for a given week by eco- 
nomic areas,” he said. “Sales de- 
partments are especially interested 
in such information.” 

Use Neustadt Reports 

He also mentioned the George 

Neustadt analysis of newspaper 
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GLUE! 


Want to know how to get your 
newspaper on the million dol- 
lar lists—and stay there? 


See Pages 42, 43 





Don Scott 
advertising by price zones, explain- 


ing that such studies provide a 
pattern of retailers’ advertising 
habits for low, medium and high 
price merchandise. 

The Neustadt reports show 
where and in what amount such 
advertising appears, he added, so 


that a paper with a greater per- 
cent of medium and high-end 
merchandise ads must be consid- 
ered to have a _ higher percent- 
age of medium and high-end 
readers. 


Readership surveys are always 
helpful, both the Continuing Study 
of Newspaper Reading and inde- 
pendent surveys made by unpreju- 
diced companies, he asserted. 
“Some of the strongest outside 
selling aids for newspaper repre- 
sentatives have been developed by 
the Bureau of Advertising.” 

Favors Standard Forms 

From newspapers come 
helpful data as _ printed 
memoranda, weekly business di- 
gests and other market informa- 
tion, said Mr. Scott, who put in 
a “plug” for the NAEA’s stand- 


such 
retail 


ardized newspaper market data 
forms that can be filed in stand- 
ard folders by the agency for 
ready reference. Grocery, drug 
and liquor route lists are also 
helpful. . 


“The representative looks to his 
newspaper for much of this infor- 
mation,” he said. “We like to get 
reports on good, sound merchan- 
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Geography’'s influence on the 
consumption of shampoos — 
and many other products—is 
shown in graphic detail in our 
“Regional Variations” studies. 
Extra copies are available to 
Bureau members at cost. 


Write Promotion Department. 
Bureau of Advertising, ANPA 
570 Lexington Ave., 
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dising of an advertising sch 
ule by our newspapers. Such p 
ports give us an angle for ne 
approaches to advertisers.” 

The Osborn, Scolaro, Meeker j 
Scott organization gets out its ow 
“Market & Media News” bullet 
periodically to a general list g 
agencies and advertisers, callin 
attention to travel and resort \§ 
sues, garden information, avai. 









ability of color, and other nel 


developments among their new 
papers. 
Stresses Cooperation 
“All 
stantly furnishing 


us with ney! 


and pertinent selling informatio! 


which goes into our salesmen; 
portfolios,” said Mr. Scott. “} 
hold frequent meetings with oy 
staff, so that we may exchange 
ideas and ways of solving ne 
selling problems.” 
Mr. Scott credits 
with providing sound “saleabk’ 
information for their represent 
tives, stating such data is the pr 
sult of cooperation at the loc 
level between circulation, adve 
tising and promotion departmenk 
He also credits such organization 
as NAEA for furnishing an «& 


ne wspapen 


change of valuable information ti) 
e 


advertising executives of variou 
size newspapers. 


Don Scott, is a native Jowa 


who attended the Universin 
of Michigan and began new 
paper work in the retail a 
vertising department of th 


Flint (Mich.) Journal. 
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Vitality 


Seven great news services— 
outstanding sports and finan- 
cial coverage—17 of America’s 
most popular comics—9 local 


of our papers are col 
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and 23 top-flight syndicated 
features including Walter 
Lippmann, Bugs Baer, Drew 
Pearson, Eleanor Roosevelt, 
Alice Hughes, Susan Parker, 
Hedda Hopper, Victor Riesel, 
Ed Sullivan, Joseph and 
Stewart Alsop and many 
others ... give the Courier: 
Express an editorial vitality 
which has made it Buffalo's 
best liked and best read news 


paper. 
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It Gets Results 
BECAUSE 
It Gets Read Thoroughly 
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"es — ; | } experienced, full-time magazine staff 
inan- “Best Seller” Impact Its stories “made” Reader's Digest in 6 out of 11 past months. 
, - P | 9 

‘Teast | A record for Sunday supplements. 

oca 
cated MECHANICAL 
alter e 1,000 Line Page ¥ Effective with the October 22, 1950 issue, page size is 5 
Drew & columns by 200 lines. 
evelt, 7 
irker, © Colorgravure ¥ Printed in The Denver Post’s own plant to give advertisers 
iesel, | advantages of completely integrated service. 

nd 
many MARKET & COVERAGE 
urier> | Major Market ¥ 2,261,000 population and $2.4 billion retail sales in effective 
itality coverage area. 
ffalo’s Dominant Circulation mf 397,454—Publisher’s Statement, March 31, 1950. The only 
news supplement, group or local, providing adequate circulation 

in this region. 
Single Medium Coverage 4 93°/, coverage of Denver; 86°/, of trading zone; 68°/, of entire 
State of Colorado; 41°, of Wyoming. 

hl Proven Sales Results ¥ National advertiser writes: “Outpulled any paper on our list.” 

ighty Documented results of other advertisers available on request. 





THE DENVER POST 


The Vsice of the Rechy Hountain Empire 


Paimee HOTT fOIirOR AND PUBLISHER 


Represented Notionally by Moloney, Regan & Schmitt, Inc 


EDITOR & PUBLISHER for October 28, 1950 


Brown's Column Must 
In Lawmakers Day 


By James J. Butler 


WASHINGTON—In this news cen- 
ter where filing cabinets are the 
life blood of writers and commen- 
tators, Constan- 
tine Brown 
(BELL SYNDI- 
CATE) is a strik- 
ing exception. 

Relying on a 
prodigious mem- 
ory, Columnist 
Brown has par- 
layed an Iowa 
background and 
a Byzantine 
name into a high 
degree of jour- Brown 
Nalistic achievement with the aid 
of many years of newspapering 
here and abroad. Yet no scrap of 
paper can be found in his office 
or home to buff up his memory 
on dates, places, personalities and 
their interrelations. 

Diplomatic Air 

Vigorous in speech and in gait, 
one of the Capital’s best dressed 
men, and sporting a_ bristling 
moustache, Mr. Brown is a sharp 
contradiction of the popular con- 
ception of a newspaperman. On 
Washington streets he is likely to 
be mistaken for a diplomat, and 
the error would be one of desig- 
nation rather than of qualification 
for his travels and writings on 
world politics and military affairs 
have added greatly to his stature. 

A tenacious advocate of any 
cause he espouses, Mr. Brown 
harped on the “Russian menace” 
even in the war days, against the 
advice of friends and professional 
associates who didn’t agree the 
danger was as great as he saw it. 

Lost Some Papers 

“It cost me 34 cancellations,” 
summed the columnist with no 
apparent feeling of regret. “If a 
million GIs could sacrifice their 
lives, it seemed to me that one 
columnist could sacrifice part of 
his income.” 


y 





Regular readers of the Brown 
column are well informed on the 
wisdom, at least as he sees it, of 
arming Spain and Germany. That 
is one of his major current “proj- 
ects,” and it goes back to his 1947 
interview with Franco, which the 
Washington Star permitted to be 
reprinted in 125 newspapers. He 
returned to Spain in 1949 and was 
there when a delegation of United 
States Senators arrived late on a 
Saturday afternoon, left early 
Monday morning—then came 
home to “expert” on the Spanish 
situation. (After the President 
listened ‘to their report he sug- 
gested to them that they read Con- 
stantine Brown’s column.) 

Another European trip—in 1924 
—produced a series of 17 articles 
on how Germany was secretly re- 
arming. Excerpts were published 
in official documents in Paris, 
London, and Washington. “Then 
forgotten.” 

Mr. Brown can be deadly seri- 
ous on just about any topic ex- 
cept Constantine Brown. “I have 
had three jobs in my life and was 
fired from two of them,” he says. 

Joins Chicago News 

He was on the staff of the 
London Times when war broke 
out in 1914. He hastened to 
Budapest for a closer view, hitched 
a ride to Serbia on an Austrian 
troop train, making his way by 
teaching the soldiers an art well- 
known to American reporters. 
It’s called poker. 

Having lost his job for the un- 
authorized trip, he free-lanced a 
series of war stories which won 
for him a job as reporter for the 
Chicago Daily News. Later he 
became bureau chief, remained 20 
years. 

Writing from Europe. he advo- 
cated an international Naval con- 
ference, sold Prime Minister 
Ramsey MacDonald on the idea. 
President Hoover liked it but 
somehow, Mr. Brown recalls, got 








NEWSPAPER PLANTS 


New Plants—Modernizations—Extensions 
—Design Specialties of Lockwood Greene— 
A Century of Industrial Plant Design Experience 
More than 25 Years on Newspaper Plants 














Recently Completed 


Layouts Planned 
or Efficient 
Production 

LOCKWOOD 
GREENE 
ENGINEERS, 


Inc. 
Architeets-Engineers 


Boston New York 








the 


impression that the corre- 
spondent was sabotaging his pro- 


gram. In the wrangles that fol- 
lowed, the writer again found him- 
self jobless, but only for five 
days. Then he was back in the 
news picture as foreign affairs 
editor of the Washington Star. 

While most of his overseas work 
was in Europe, Mr. Brown 
watched the other side of the 
world closely enough to be able 
to write in his June 6 column that 
“the start of the Chinese Com- 
munist invasion ... is set for the 
second half of this month.” The 
North Koreans moved June 25. 
Soon afterward, the House For- 
eign Relations Committee invited 
him to a meeting to brief its 
membership on the situation and 
the outlook. 

Forecaster of Wars 

It was not his first experience 
in accurately forecasting outbreak 
of war. In the column of April 
30, 1938, he wrote that Czecho- 
slovakia would be invaded by 
Hitler in the fall of that year. 
On Nov. 29, 1941, he wrote: 

“The Japanese Government’s 
answer to last week’s State De- 
partment note will in all likeli- 
hood be the salvos of her men 
of war. The earlier estimates of 
high officials in Washington that a 
crisis may be expected within the 
next two or three months has 
now been narrowed to a few 
weeks—even a few days.” 

That was 10 days before Pearl 
Harbor. 
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He was wrong, by two days og 
devaluation of the English poung 
—said it would take place 
15, but it happened Sept. 17. The 


column carrying that predictiog ) 


appeared in July. 


Constantine Brown was left ay | 


He f 


orphan at the age of 16. 
finished high school and with ap 
inheritance of $5,000 went to Ger. 
many to complete his educatiog 


which led to a degree of doctor | 


of philosophy from the University 
of Berlin, and his first newspaper 
job on the London Times. 
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Editor Carries News 
To Dailies’ Sales Stat 


MINNEAPOLIS — More than 350 









of the Star and Tribune circula | 


tion supervisors, agents and field 
men were attending an_ early 
breakfast session of their Fall cir. 
culation sales meeting at a Minne. 
apolis hotel when they got firs 
word of the Inchon invasion in 
Korea. 

It came direct from the ma 
who had worked through the night 


handling the news break—Paul | 


Swensson, managing editor of th 
Tribune, who had come to the 
meeting right from the newsdesk. 

Adding to the dramatic impact 
of Mr. Swensson’s hot-off-the-wire 
report was the presence of a huge 
wall map of Korea, 14 feet tall 
by 8 feet wide, on which the 
managing editor was able to show 
his audience just what had hap 
pened. 





Hold the fine serifs of a bright new font of foundry or 
monotype. Burgess stereo mats do just that... and deliver a 
plate casting that will reproduce faithfully every dot or 

line in the original pattern. Laboratory control through 
every step in the manufacture of Burgess stereo mats, is your 
assurance of uniform high quality stereotyping every time. 


Why not put Burgess mats to work in your shop today? 





EDITOR & PUBLISHER for October 28, 199 










































































1 huge The widespread trend to larger 
et tall type sizes seems sure to sweep in 
h the this new 8 point Corona No. 2 by a 
) Show large majority! 

| hap. More than 450 newspapers have 


already climbed aboard Corona’s 
bandwagon. And now, these ranks 
are sure to be swelled since this 
newest candidate promises to give 
you just what you want, in the size 
that you want. 

Corona No. 2 is a true extension 
of the popular 742-point size, with 
the same vote-getting Corona plat- 
form—extra legibility and cleaner 
appearance for easy reading; com- 
pactness and superior mechanical 
reproduction for extra economy. 

With an alphabet length of 126 

° k points, each letter of Corona No. 2 
Frankly— it loo S is designed to retain its form and 
spacing even with severe dry mat 

shrinkage and high-speed printing. 
- “ And duplexed on the same ma- 
like a landsl ide! trix, rounding out the “ticket,” is 
e a modified Bold Face—a winning 

slate! Get your own readers’ vote 
of approval by switching to Corona 
No. 2 today. Your Linotype repre- 
sentative will be glad to help you 
work out an eye-appealing format. 
Mergenthaler Linotype Company 
[ 29 Ryerson Street, Brooklyn, N. Y. 
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Gas Utility Ads Sell; 


They Have 


For Years 


By George A. Brandenburg 


CuicaGo—Gas service first came 
to this city in September, 1850. 
Since then the “gas works” and 
its present-day counterpart — the 
Peoples Gas, Light and Coke Co. 
have been continuous and con- 
sistent users of newspaper adver- 
tising. 

While the company furnishes the 
only gas service in Chicago, the 
firm is in active competition with 
electricity and oil. 

Through the gas company’s sales 
and advertising cfforts, the utility 
seeks to “snuff out” electric ranges 
for cooking and electric refrigera- 
tors. The gas and electric utilities 
also compete vigorously for the 
water heater market. 

Vigorous Competition 

Such a situation requires hard- 
hitting newspaper advertising with 
plenty of “sell” in it, Clayton G. 
Cassidy, advertising manager of 
the Peoples Gas, Light and Coke 
Co., told Epiror & PUBLISHER. 
‘Newspapers are used as a major 
selling tool in our competitive ad- 
vertising and also in our public re- 
lations program,” he stated. 

“In selling appliances, we com- 
pete vigorously on the basis of 
fuels with our competitors,” he 
added, “but we prefer the bulk of 
consumer purchases of gas appli- 
ances go through the normal chan- 
nels of trade.” 

Mr. Cassidy told E&P that news- 
paper advertising fits the gas com- 
pany’s sales pattern perfectly. “The 
newspaper is such a fundamental 





thing in the average American 
family’s life,” he said, “it is the 
most natural medium for us to 


use to reach our customers, who 
total almost a million families in 
the Chicago area.” 

Consumer advertising follows a 
seasonal pattern, Mr. Cassidy ex- 
plained, with gas refrigerator ad- 
vertising reaching a peak during 
the spring and summer months. 
Gas ranges are featured in the 
fall and winter. 
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Pioneered ‘Heat by Gas’ 

All Chicago dailies, recognized 
community weeklies and foreign 
language newspapers are used by 
Peoples Gas on a weekly or bi- 
weekly basis, in the case of dailies, 
— peak seasons. A typical ad 

erages 1,000 lines. 

“ites back to the middle thir- 
ties, when there was an abundance 
of natural gas piped into Chicago, 
Peoples Gas turned to newspapers 
to hammer home the theme: “Heat 
by Gas.” This advertising program 
continued two and a half years. 


TELL 


and you'll 


SELL 


“Although the extremely bad 
economic conditions of that pe- 
riod prevented many families from 
installing what was then an ex- 
pensive way of heating, the adver- 
tising campaign itself produced 
great benefits for our company,” 
remarked Mr. Cassidy. “The ef- 
fects of that campaign were felt 
for quite a few years in helping 
us achieve installations when pur- 
chasing power was restored.” 

New Public Relations Ads 

A century of gas service in Chi- 
cago has been utilized as_ the 
springboard for 2 new public rela- 
tions ad = in newspapers, 
tying in the “Gas House Gang”— 
1850 to 1950 — with the service 
performed by Peoples Gas. 

Opening ads of the curent pub- 
lic relations series showed an 1850 
lamplighter, contrasting his serv- 
ices in the lighting of 99 street 


IT 
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*81,160,000 








lamps in the business district, along 
with gas service to 125 private 
customers and the City Hall, with 
today’s service reaching 3,600,000 
people who are dependent in vari. 
ous Ways On gas service. 
Advertising Since 1893 

Peoples Gas ads are prepared 
and placed by Needham, Louis § 
Brorby, Inc., 
agency, 
the advertising department of the 
utility. 

Records of the Peoples Gas ad. 
vertising performance only go back 
for 50 years, but oldtimers recall 
the gas company was using news 


paper ads regularly at the time of § 


the Columbian Exposition in 1893, 


The company’s advertising files § 


how that in 1903 the Peoples Gas 
featured “Gibson Girl” 
cooking on a gas range. 
stressed “a 


match for kindling” 
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Norristown Gimes PHerald 


Montgomery County's Great Home Newspaper 
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New Building Projects Soar in 
$100 Million Construction Program 
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Effective Buying Income (1949)—23.7%, of Texas... ... 
Food Sales (1949)—25.1%/, of Texas. .. 
Drug Sales (1949)—27.4%, of Texas... . 
General Merchandise Sales (1949)—28.1°/, of Texas. .. 
Gross Farm Dollars (1949}—40.2%, of Texas........... 


Furniture—House—Radio (1949)—20.2%, of Texas. . 


Above figures copyright. 1950 Sales Management Survey of Buying Power, further 


.$1,958,773,000.00 
. $340,192,000.00 
. .$60,606,000.00 
. $243,553,000.00 
. $764,204,000.00 


. .$58,472,000.00 


reproduction not licensed 








More Than Ever 
THE STAR-TELEGRAM 
Texas’ Largest Newspaper 


A. B. C. 3/31/50 


Sunday .... 


Breaking all city building records, and sending em- 
ployment soaring to a new high, Fort Worth, in- 
dustrial and agricultural center of wealthy West 
Texas, this year looks forward to a $100,000,000 
construction program. Total construction (contracts 
awarded) for the first six-month period of 1950 
showed a gain of 147 per cent — $37,386,000 as 
compared to $15,118,000 for the first half of 1949. 

Projects either under construction or 

contemplated include: the $15,000,000 

Fort Worth Greater International Air- 
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LARGEST 


Combined Daily ... 
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CIRCULATION IN 


Advertising Lineage 
19,776,886 


. 227,524 


204,612 28,001,526 


port; three hotels, four apartment-hotels, seven bank 
buildings, and many others. 

With a soundly-financed building program under way, 
bank deposits at an all-time high, and employment 
topping the wartime peak — Fort Worth assumes a 
place of leadership in the progress and expansion of 
the rich growing Northwest Texas area. The Fort 
Worth Star-Telegram, with a circulation of more than 
200,000 net paid Daily and Sunday, largest in Texas, 
offers advertisers their best medium for quality cover- 
age of West Texas, “The Foremost Market in the 
Nation’s No. 1 Farm State.” 


The FORT WORTH 
_ STAR-TELEGRAM 


AMON G. CARTER, publisher 


Le | 


TEXAS 


WITHOUT THE USE OF SCHEMES, PREMIUMS, OR CONTESTS — JUST A NEWSPAPER 
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@ RECIPE for the largest newspaper circulation 
in America! Take seven hundred tons, more or less 
of prime newsprint. Cover with fresh news, hours-old 
pictures, Grade-A features. Fold and trim to about 
half-pound portions. Serve while hot, with seconds, 
to 25,000 newsdealers between 7:30 pm and 7:30 am. 


Sunday, start with 1,800 tons of newsprint...serve 
larger portions, garnished with gravure and color comics, 
to 100,000 dealers all over this town-tufted continent. 


@ Traffic with 6,000 tons of tabloid papers per week 
makes News Delivery the Never-A-Dull Moment 
Department. Take a typical day, any week: 

7:30 pm EDT: Ahoooahoooah . . . bellows the siren 
in the pressroom, and the presses roll on the first edition, 
in both the Manhattan and Brooklyn plants. 

A minute later, the overhead piano wire conveyors 
carry a running ribbon of lapped papers down to 
Delivery ...to be bundled for transit to dealers. 

At the News Building on East Forty-second St., the 
first trucks to be loaded take off for Manhattan crowd 
centers, Penn and Grand Central Stations, Broadway. 
Some stands will be supplied three and four times in the 
next two hours. One News truck stands on Fiftieth St. 
east of Broadway, and replenishes nearby stands every 
few minutes. 

The next trucks loaded go uptown and to the Bronx. 
From the Brooklyn plant, points of night sale are 
covered in Brooklyn and Queens. 


@ The first edition is known as the City Pink... from 
the color of its outer pages. Pink newsprint was not 


available through the war years, but the Pink is again 














50,000 Stops... every day ! 


in evidence in metropolitan night life. 

In upper Manhattan, in neighborhoods in Brooklyn 
and Queens, crowds congregate around the stands for 
the first edition. “Going out to get a News” is a social 
habit, that combines with walking the dog, getting a 
beer, gathering the groceries. And lonesome folk find it 
a means of meeting and talking with neighbors. 

Late workers, movie goers, subway travelers, pick up 
the Pink. Housewives, too busy for newspapers in the 
morning, like it; and get a preview of fashions and 
merchandise offerings in the retail advertising. 

The sale of the Pink has grown steadily every year. 
The press run now tops 600,000 copies. 


@ The second edition, the one Star Final comes off 
about 10:00 pm, a brief affair of some 50,000 copies that 
go to subscribers, to outgoing mail trains, to LaGuardia 
and Idlewild, and airward to everywhere. 

The third, or Two Star Final, appears about 11:00 pm, 
runs Over 600,000 copies... much of 
which are trucked to distributors 
outside the metropolitan area, 
and to suburban dealers. 








The fourth edition appears about 2:00 am, runs to 
900,000 copies... is distributed in thousands of bundles 
for stands and stores in city neighborhoods. 

And the last, the Four Star, comes off about 4:20, 
runs around 100,000 copies, is used for “recovery” 
distribution. Press run may be greatly increased in the 
event of a big story, unusual pictures. 


@ On Sunday, the predate for national distribution is 
printed days ahead, totals around 1,000,000 copies. The 


six regular editions run to more than 3,000,000 copies. 


@ “Recovery” means that every stand and store is 
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called on at least a second time. If papers are selling 
better than usual, dealers can order more. All “recovery” 
sales are for cash, additional to the regular order. 

“Recovery” makes papers available for the new or 
casual reader. Casual readers in time become regular 
readers. Yet so closely are sales gauged that The News 
has probably the lowest percentage of unsold copies of 
any metropolitan newspaper. 


@ Moving so many newspapers takes 160 trucks, ranging 
from light delivery to the behemoths that make the 
long suburban hauls. 

These trucks cover 175 routes, run more than 50,000 
miles per week. With distributors covering some routes 
on Long Island and New Jersey, News circulators make 
more than 50,000 stops every day. One-fifth of the 
trucks are replaced every year. 


@ The News driver has little in common with the 
traditional cowboy on a newspaper truck. He drives 
carefully, keeps a tight schedule. Most News drivers 
rarely dent a fender. 

Many are dignified grandfathers, property owners, 
members of the News Twenty-five Year Club. They 
know their routes as you know your living room, tool 
around each night in the dark, drop off bundles on 
corners, in store entrances or prescribed locations. Rain 
is their worst headache, makes slower going, requires 
extra wrapping for bundles. 








News drivers work a five-day week, are the best 
paid in the country on their job; and number around 
soo. A maintenance staff of 50 keeps their trucks rolling. 


@ This huge delivery organization works all night, 
every night, to deliver the largest newspaper circulation 
in America to the people who want it and buy it. 








@ The most 
significant feature about 
_ News circulation is that it is 
wanted, and is bought—more than 
2,200,000 copies daily and 4,100,000 Sunday. 
Subscription, dealer contracts, or carrier boys do not 
protect it or maintain it—only public demand, 
every day in the year. 

The News delivers what its readers want in a 
newspaper. And a wanted newspaper—reaching seven 
in ten families, in a market such as New York City— 
delivers so resultfully for advertisers! 


THE & NEWS, New York's Picture Newspaper 


220 East 42nd St., New York... Tribune Tower, Chicago 
155 Montgomery St., San Francisco 








Oregon Writers 
Of Editorials 
Do Other Chores 


EuGENE—Oregon editorial writ- 
ers are married (usually to an ex- 
school teacher), middle-aged and 
work 57 hours a week. They read 
other newspapers, have other du- 
ties than editorial writing, send 
their children to college and al- 
most never use syndicated edi- 
torials. 

But aside from these character- 
istics in common, they are a di- 
verse lot with a wide range in in- 
comes, work habits, education, 
opinions about pressure groups, 
and selection of reading material. 

These are some of the results 
of a survey of Oregon’s editorial 
writers on daily newspapers, an- 
nounced this week by Dean Gor- 
don A. Sabine of the University 
of Oregon school of journalism 
after face-to-face interviews with 
the 23 editorial men. 

Many Side Duties 

He found only one who works 
full time on editorial research and 
writing. Five others list this work 
as their main duty, but half have 
some sort of business side duty or 
responsibility and 15 do news 
work or have news responsibility. 

Work on editorials occupied not 
more than 40% of their time for 
17 of the group. Of this number, 
11 used 25% or less of their work 
weeks to fill their daily opinion 
columns. 

The average time spent each day 
on research was two hours and 
the time spent writing editorials 
was 90 minutes, Dean Sabine’s sur- 
vey showed. 

The editorial writers spent an 
average of 12 days away from 
their offices last year, but nine took 
no time off and only two had more 
than three weeks away from their 
desks. 

$12,750 Average Income 


Almost all read a national news 
magazine, and about two out of 
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five read the New York Times. 
But only four saw the Congres- 
sional Record regularly and only 
six listened to any radio news com- 
mentator regularly. 

Nine of the editorialists think 
no pressure groups are trying to 
influence them, but 14 reported a 
total of 25 seeking to put across 
their point of view. Six named 
labor, five political parties and 
politicians, three chambers of com- 
merce. Utility companies, farm- 
ers and religious groups were 
named by two each. 

Average income for the group 
was $12,750 in 1949, but this fig- 
ure includes earnings from invest- 
ments. More than half owned 
stock in the papers on which they 
worked. 

* 


Tarentum Newspaper 


Promotes 3 Executives 

TARENTUM, Pa. — Staff promo- 
tions announced by the Valley 
Daily News are: Walter F. Rut- 
kowski, from sports editor to as- 
sociate editor; Clemens B. 
Schwartz, from reporter and desk- 
man to managing editor, and 
George R. Cruze, from adver- 
tising solicitor to advertising mana- 
ger of the New Kensington-Ar- 
nold area and assistant to the ad- 
vertising director. 

The three have been employed 
by the News for periods ranging 
from 24 years in the case of Mr. 
Schwartz to four years for Mr. 
Cruze. Robert V. Schank, a 1950 
graduate of the Penn State School 
of Journalism, has become a 
sports writer for the paper. 
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When a Woman 
Buys a Hat.... 


eres e § 

season. 

paper feature, you want PERMANENCE. 
That’s why Keister “Support the Church” 
ads are being run by 25% more newspa- 
pers today than they were a year ago. 
You can depend on Keister ads for lasting popularity and 
effectiveness—and to prove it, ask the papers that have used 
them continuously for 3, 4, and 5 years. 


Join now the list of over 550 newspapers that run this series 


FIRST in CHURCH ADVERTISING 


she expects to use it just one 


Dept. AJ 
STRASBURG, VIRGINIA 


But when YOU choose a news- 














Canadian Admen Canadians’ Attitude 


Head table at the annual meeting 
of the Newspaper Advertising 
Managers’ Association of Eastern 
Canada included: Left to right— 
Jim Anderson, Kitchener-Waterloo 
Record: Russell C. Ronalds, agen- 
cy chief; Martin Livingston, Hali- 
fax Herald; St. Clair McCabe, 
Thomson Dailies; Phil Vezina, 
L’Action Catholique; and Alfred 
Morrisette, Le Soleil. 


a cross-Dominion survey. 


Executives Club of 
More than 7 out of 





‘Superior Service’ 
Award for McDermott 


WASHINGTON—Michael J. Mc- 
Dermott, special assistant to the 
Secretary of State for press rela- 
tions, has received the “superior 
service award for untiring devo- 
tion to duty and notably outstand- 
ing contribution to the public serv- 
ice; for organizing and maintain- 
ing a relationship with the press 
that has been of great value to 
his government in the conduct of 
domestic and foreign relations.” 


dard of living and is a force 
creating and holding jobs. 


should be less on radio. 
+. 


Kersta Quits Agency 


and _ television. 











FOR SALE 


Hoe-Pancoast 12-Couple Color Press 
2114 inch sheet cut 

62 inch web width 

Prints 4 colors on all pages 


Full size comics or Tabloids 


Scott Multi-Unit Presses 
23 9/16 inch sheet cut 
Upper Formers 

Color plate cylinders 


Both in excellent running condition 


Both wonderful bargains 


Write for Particulars 


WALTER SCOTT & CO. INC. 


Plainfield, N. J. 
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On Advertising Shown 7 
MONTREAL — A_ 65-page repor, 
on Canadians’ likes and dislike) 
about advertising has been com 
piled by Elliott-Haynes, Ltd. afte! 


The highlights, put into a film 
were given this week to the Sakl 
Montred © 
10 person: 
said they feel that advertising hay 
helped to raise the nation’s sta.7 


A majority of those participa: p 
ing said the amount of advertisin 
in newspapers is all right, but ther 


William H. Weintraub & ©. 
Inc. has announced the resign) 
tion of Noran E. Kersta as Vice) 
president and director of radi/ 
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why do some people want their names in the newspapers? 


why do other people want their names out of the newspapers? 


because people know that all their friends, relatives and acquaintances read 


the newspapers thoroughly! That’s why newspapers are such a great advertising medium. 
Advertisers also know that newspapers have this important advantage: 


You can read the newspapers when you want to. 
For newspapers are not programmed at a specific hour. 


You can start reading when you like—stop reading when you like—and 


resume reading hours later. 


Remember the people of America BUY and thoroughly read 52,845,551 
newspapers every day. 


Published in the interests of all newspapers by 


Moloney, Regan & Schmitt 


NEWSPAPER REPRESENTATIVES SINCE 1900 
New York ¢ Chicago * Philadelphia 
Boston ¢ Detroit * Los Angeles * San Francisco * Seattle 


Judicial Council 
Favors Law to 
Open Pleadings 


RALEIGH, N. C.—Both the State 
Judicial Council and the Eastern 
North Carolina Press Associstion 
are on record against the im- 
pounding of pleadings in civil 
cases until the trial. 

The question arose after North 
Carolina’s Attorney General Harry 
McMullan informed the clerk of 
court in Wilson County there was 
No statute to prevent the impound- 
ing of pleadings in a divorce case. 
As a consequence, records in the 
case were not released to the 
press. 

Meeting here, the Judicial Coun- 
cil, which is charged with the re- 
sponsibility of recommending 
changes in State laws, approved 
for submission to the 1951 Gen- 
eral Assembly a proposed statute 
which would state clearly that 
pleadings in civil cases are public 
records and available to inspec- 
tion. 

Meeting in Wilson, the Eastern 
N. C. Press Association passed a 
resolution stating it was “in oppo- 
sition to all attempts to censor or 
erect barriers to news, particularly 
in relation to a recent ruling by 
the North Carolina Attorney Gen- 
eral that court clerks may im- 
pound public documents until the 
case is brought to trial, and in 
the face of the fact that there are 
no North Carolina statutes allow- 
ing such action.” 

So far, the opinion in the Wil- 
son case has not resulted in any 
general effort by clerks of courts 
elsewhere to prevent inspection of 
court records by reporters. The 
Press Association noted that it is 
not a common practice, but said 
that “public officials sometimes 
withhold information from _ the 
press that is, under laws and reg- 
ulations, labeled public informa- 
tion and is technically the prop- 
erty of the citizens.” 

The press group elected Mrs. 
Eliizabeth G. Swindell, business 
manager of the Wilson Daily 
Times, as president. 


Sh, ort “Telbes 


SoME recent classified ads: 

St. Petersburg (Fla.) Times: 
“Sleeping room, $4. With cook, 
$7 a week. Gentleman preferred.” 

* 





Schenectady (N. Y.) Union- 
Star: “Widow desires girl to share 
home or gentleman.” 

s 


Midland (Mich.) Daily News: 
“Combination Widows on the mar- 
ket at Prices we defy you to beat. 
Dayringer’s Home Improvement 
Co.” 


Somerset (Pa.) Daily Ameri- 
can: “Deluxe stork-lined buggy.” 
a 


Manhattan 
Chronicle: 
billfold.” 


(Kan.) Mercury- 
“Lost — Brown man’s 


s 
Dallas (Tex.) Morning News: 
“I will not be responsible for any 
debts made by me personally.” 
a 


Alabama Dailies Fight 
Tax on Machinery, Etc. 

MONTGOMERY, Ala. — Three 
Alabama publications have filed 
an appeal with the Circuit Court 
from a state use tax on materials 
used in newspaper publishing. 
They are the Montgomery Adver- 
tiser-Journal, the Tuscaloosa News 
and the Progressive Farmer of 
Birmingham. 

The newspapers dispute the 
state’s authority to tax machines, 
parts, metal, ink, mats, typing 
wire, hand type, paste, etc. The 
legal question is whether these 
materials are “used” in publishing 
newspapers or whether they are 
raw materials which are made into 
a piece of personal property. 

Alabama’s use tax, a companion 
to the sales tax, is assessed against 
items purchased outside the state. 


Recipe Tabloid 


Fort WortuH, Tex.—The Fort 
Worth Press published a 24-page 
tabloid “Fall Food Festival” Oct. 
17, containing prize-winning reci- 
pes from Press readers. 





Publishing Delays Mean 
Less Pulling Power 


When a paper is late, thousands of potential 
readers simply do not read it, or they read it 
hastily. Pulling power of ads is impaired and 


advertisers get less than they pay for. 


Certi- 


fied uniformity is a big factor in keeping man= 
papers free from publishing 


ans 


jams.” 


For dependable stereotyping, 





rely on Certified Mats 





[o> -a> 4 


CERTIFIED DRY MAT CORPORATION, 9 Rockefeller Plaza, Dept. P, New York 20, N. ¥. 


Football Game 
Nets 1,300 New 
Subscriptions 


TARENTUM, Pa. — The Valley 
Daily News reports a gain of 
more than 1,300 subscribers in a 
three-week period in connection 
with its annual football excursion 
for adult readers as well as carrier 
boys. 

This year’s trip was to the 
Michigan State-Maryland game in 
East Lansing, Mich. Last year, 
400 persons went to Baltimore for 
the Navy-Notre Dame game. 
Since 1937, except during the war 
years, the News has found its 
yearly football trip a sure-fire pub- 
lic service promotion and circu- 
lation builder. 

Included in the 600 who made 
the trip on a special train. Oct. 
7, were 180 carrier salesmen. They 
were guests of the management 
in reward for sales proficiency and 
efficient route service. 

This year’s football excursion 
was a “natural” for fans in the 
Allegheny-Kiski Valley section of 
Western Pennsylvania served by 
the News. Eleven players from 
this section were on the two teams. 

The all-expense bargain pack- 
age, which some full-page house 
ads helped to promote, included 
a round-trip fare on a special train 
of 18 coaches, diners, club and 
observation cars; reserved seat at 









the game, a side trip to Edisy 
Museum and Greenfield Village y 
Dearborn, Mich.; meals on tk 
train and a banquet in Co 
Memorial Union on the M. §.¢ 
campus after the game. 

Price for the whole deal wa 
$24, which is less than round-ty 
daycoach fare. The 1950 trip wa 
a complete sellout. 

A surprise feature of the pani 
was the delivery of the day’s ej) 
tion of the News to each of th 
guests during the dinner after t 
game. Don Webb, city editor ¢ 
the News and a B-24 pilot 
World War Il, flew a _ foothy™ 
extra to Lansing in a leased plan > 

George N. Scheid, advertisinyy 
director, was master of ceremonis | 
at the dinner. e 

Planning for the excursion an 
promotion was handled by C.} 
Schwartz, managing editor ai) 
promotion manager, and Wale 
F. Rutkowski. associate editor ai 
executive sports editor. The Pem)” 
sylvania Railroad cooperated i 
the project. 





& 


Boxer Sues for Libel 

Mitwaukeg, Wis.—The Hean 
Corp. and two officials of the 
Milwaukee Sentinel have be) 
made defendants in a $25,000 
libel suit filed by Alvin Jorda 
a professional boxer. The com 
plaint alleges the Sentinel pub} 
lished a story which falsely state 
that Jordan had been arrested « 
a narcotics charge. 
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DO IT THE EASY WAY! 


Bee 


| Chester, Pa. is the nerve-center of Pennsylvania’s 


busy 


strike with an aggie! 


a worthwhile job. 


daily! 





Chester Times 


National Representatives: Story, Brooks & Finley 


Delaware County, where retail sales hit 
$290 million in 1949 . . . 218% ahead of 1939! 
Trying to cover this busy, booming area with 
the commuter-circulation of nearby Phila- 
delphia newspapers is like trying a 10- 

K There’s one 
easy way to do the job—and it’s 
Use the 
Chester Times, Delaware 
County’s only home town 
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Rubber printing rollers are 
only as good as the efficiency 
of the plant that manufactures 
them—the quality of materials 
used—the degree of excellence 
of workmanship and the pre- 
cision of equipment. 


Roads, Willow Grove, Pa. 


Moreland rubber rollers are manufactured 
in the most modern up-to-date roller manufac- 
turing plant in the United States. The best ma- 
terials of the finest quality are put into every roller; 
expert workmanship and up-to-the-minute modern equip- 
ment, plus the advantages of many years of vast experience 
in the manufacture of printing rollers makes “Moreland” 
the leading quality name in rubber printing rollers. 
Moreland rollers are made to give the finest in reproduction and 
many hours of satisfactory service. 


For the finest (n reproduction use the finest rollers — MORELAND ROLLERS 
THE MORELAND CORPORATION 
Wanupacturers of 


PRINTERS’ ROLLERS 
Zor NEWSPAPERS, LETTERPRESS, OFFSET, ROTOGRAVURE 






















Look for the Red Journals 


that identify Moreland rollers are constructed to give entire satisfaction and 
Natural Rubber Rollers long service on presses producing the finest quality reproduction, 
Synthetic Rubber Rollers or on high speed presses where “‘deadlines” must be met. 
Vulcanized Oil Rollers 

by Moreland Onder your Moreland rollers today and benefit by their many advantages. 


The Moreland Corporation is owned and operated by, and its products sold through the following: 
Harrigan Roller Co., Inc. Sam’! Bingham’s Son Mfg. Co. National Roller Co. 


Godfrey Roller Co. Frank A. Reppenhagen, Inc. C. Walker Jones Co. 


Se ———_—___—_—_—_—_ 
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The Moreland Corporation, York and Fitzwatertown 
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Transcending the barriers of time and space, the Rosicrucian philosophy has 
spanned the ages from the 18th dynasty of Ancient Egypt to the 20th Century. 


Today The Rosicrucians, as a vast, progressive fraternal organization, have spanned the earth 
with activities throughout the Americas, Australia, Africa, England, Holland, the Orient—to 


the far flung corners of the globe. 


Not a religion, non-political, The Rosicrucians continue to unite in thought and purpose a 
growing membership among culture - seeking peoples of all lands throughout the entire 


civilized world. 





She ROSICRUCIANS (AMORC) CALIFORNIA 
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PRICE RISE 

“TORONTO, Oct. 22—A $10-a-ton increase 

in newsprint was announced yesterday by 
Great Lakes Paper Company. The company, 
which exports all its production to the United 
States, said the new price would he effective 
Nov. 1"—From the New York Times, Oct. 
23. * * cz 

“The company (Great Lakes) reported a 
decline in net profits for 1949 to $1,750,240 
from $1,983,800 in 1948 and a drop in total 
net sales to $15,685,582 from $16.685,967. 
Sales of newsprint increased to $13,111,124 
from $11,525,210 in 1948, but sales of sul- 
phite pulp and other products dropped to 
$2,574,458 from $5,160,757 in the previous 
year. 

“Net profits for the first six months of 
1950 amounted to $1,004,564, up 35.4% 
over the net of $714,917 in the same period 
of 1949. Per share earnings were $5.23 on 
combined class A and B stock and $2.07 on 
common stock ($3.80 and $1.41). The com- 
pany declared a $.40 per common share divi- 
dend payable Sept. 30 to shareholders of rec- 
ord Sept. 9."—From the Toronto Financial 
Post, Sept. 16. 

It hardly seems likely that a company 
whose profits last year were off 11% but 
whose profits so far this year are up 35% 
should be a candidate for another 10% in- 
crease in revenue. But that’s what is happen- 
ing. 

We hope the publishers of the United 
States know why they are paying $10 more 
per ton for paper because we haven't been 
able to figure it out. 

No one in Canada has bothered to explain 
that their costs have risen “x” percentage 
points in the last month or two which would 
Offset the fantastic increases in profits all the 
companies have recorded in the first six 
months of 1950. The reasons no one has 
explained is that costs haven't risen that 
much. 

The usual “me, too” procession ma- 
terialized this week as St. Lawrence and 
Consolidated became the fourth and fifth 
companies to jack up their prices. And 
there’s still a few days to go for others to 
jump on the gouge wagon before Nov. 1. 

This squeeze play from across the border 
—this arbitrary $10 increase—is inexplicable. 
As we said last week. and will say again 
and again: The publishers of the U. S. are 
at the mercy of a cartel of manufacturers 
who, if they are not actually organized as a 
cartel certainly act as if they are. 


HOW COME 

THE University of Michigan Institute for 

Social Research found that 17 out of 20 
people over 21 read newspapers twice a week 
compared to 14 out of 20 who read mag- 
azines. Among high school graduates, 97% 
read newspapers as opposed to 83% for mag- 
azines. College graduates rated 97% for 
newspapers and 91% for magazines. Among 
non-high school graduates it was 82% news- 
papers and 59% magazines. 

The Magazine Advertising Bureau says 
“the high level of magazine reading among 
better educated people is a distinct advertis- 
ing advantage.” - 

Best promotion we ever saw for news- 
Papers. 
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Let us therefore follow after the things 
which make for peace, and things wherewith 
one may edify another.—Romans, XIV; 19. 


SOMETHING ROTTEN 

THE STORY of the communications snafu 

in Korea is something that should be in- 
vestigated. Whoever has been responsible 
for hamstringing correspondents with inade- 
quate communications facilities should be ex- 
posed and made to explain “when, where, 
who, what, why.” a 

This nation is foremost in the world in its 
organizing skill, training of personnel, de- 
velopment of specialized equipment and re- 
finement of techniques in the field of com- 
munications. For the armed forces to have 
been so lax in improving connections be- 
tween Korea and Japan and the U. S. for 
the transmission of news copy is disgraceful. 
It reads as if someone in a high place didn't 
want the story of Korea told adzquately. 

Granted that the American forces had a 
lot more important things to think about 
when their inferior numbers were being 
pushed all over the lot by the North Korean 
armies. No one blames the Army. Navy and 
Marines for using every inch of shipping 
space to send more men and materiel to stop 
the tide. 

But the offensive was mounted many weeks 
ago. Washington, Tokyo and Korean head- 
quarters knew the “stuff” was there to break 
through. They kept talking about “victory” 
when things looked dark for the poor 
civilian, so they must have known it was 
coming soon. Then why did someone sit 
down on the communications problem and 
refuse to improve them for the correspond- 
ents? 

It wasn’t all red tape. It couldn't have 
been. Press Wireless had the men. the equip- 
ment, the initiative. It couldn't get clearance 
for its personnel or equipment and it couldn't 
get frequencies for a mobile transmitter sim- 
ilar to that used in the last war even though 
MacArthur's headquarters almost four months 
ago said both RCA and Prewi could go into 
Korea if they provided their own equipment. 
The Army agreed to furnish food and billet. 

Press Wireless got its equipment installed 
in an Air Force truck and the Air Force was 
going to fly it to Korea. But they got orders 
from Washington cancelling all that and 
ordering the equipment removed. Frequen- 
cies promised by the Army were later de- 
nied and FCC refused to assign any. 

“It’s more than government red tape—it’s 
deliberate,” stated the head of Press Wireless 
to E&P last week. And we agree with him. 

We think the newspapers of this country 
ought to find out why this obstruction was 
put in the way of quick communication and 
who was responsible for it. 





‘HANDOUTITIS’ — 
NEW YORK STATE newspaper editors last 
week agreed to wage war on the creeping 
disease of “handoutitis” that is infecting every 
branch of government on all levels these days 
and has also contaminated part of the pri- 
vate business world. 

There is nothing wrong with handouts per 
se, most editors will agree. It is when hand- 
outs are used to form a “paper curtain” be- 
tween the press and public on one hand and 
the government or business officials on the 
other that it becomes an intolerable situa- 
tion. When the illness becomes that ad- 
vanced, government and business executives 
hide from the inquiring reporter behind this 
paper curtain. : 

These are the officials who issue a Telease 
and then sit behind locked doors believing 
there is some rule to the game that requires 
a newspaper to use it as written with no 
further questions asked. 

The absurdities to which this can be car- 
ried has been demonstrated many times. 

There have been many attempts to combat 
the handout system by local, state and na- 
tional groups of newspapermen. Obviously, 
we will continue to harbor the system as long 
as government officials are entitled to hire 
so-called information specialists or publicity 

n. 
The only way we know to beat it is for 
groups of editors on all levels to agree to 
print government handouts with the notation 
in bold type over every one of them: 

“This story was handed out by Joe Blow, 
representing Sam Doakes, who refuses to an- 
swer the questions of this newspaper. 


HOW’S YOUR COLOR? 

ETHER we end up with converters or 
a whether it will be CBS or RCA, 
whether it will be Nov. 20 this year or next 
year, color television is on the way and we 
would like to add a word of emphasis to the 
question posed by our radio-tv columnist last 
week: J 

“What are newspapers doing ‘o prepare 
themselves to handle the kind of advertising 
that the promoters of color video sets and 
programs will need and demand? Four-color 
shows certainly call for four-color advertis 
ing copy, when the advertisers get ready to 
talk about the advantages over black-and- 
white.” 

It may not work out that way, exactly, 
any more than movie houses showing Tech- 
nicolor films use color advertising in news 
papers in competition with black-and-white 
films. } 

However, it does promise an increasing 
awareness among advertisers of the value 
of color copy. (Some of those movie ads 
do appear in color in magazines.) 

Color in newspapers is coming just as surely 
as color in tv. Magazine color has really 
come of age in the last 20 years. Newspaper 
roto color blossomed in the last 15 years. 
‘Newspaper r-o-p color, where great improve- 
ments have been made by a few pioneering 
newspapers, is next. 

eng > color will emphasize the trend to 
color in all advertising media and the sooner 
newspapers get ready for it by standardizing 
production techniques and color standards the 
easier will be the transition. 
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PERSONAL 
MENTION 


A. A. SCHECHTER, who resigned 
recently as vicepresident of Mu- 
tual Broadcasting System, joined 
the executive staff of Crowell- 
Collier Publishing Co. this week. 
He is a former newspaperman. 
(Providence Journal, New York 
World, AP and INS.) 

HaroL_D and PavuLt BECK, co- 
publishers of the Oceanside (Cal- 
if.) Blade-Tribune, have received 
a distinguished service award from 
the Chamber of Commerce in 
recognition of services to the 
community. 

WILLIAM M. TuGMan, for many 
years managing editor of the Eu- 
gene (Ore.) Register-Guard, has 
been named editor. The new 
managing editor is ALTON F., 
BAKER, JR. 

EpwarpD Lams, publisher of the 
Erie (Pa.) Dispatch and owner 
of television station WICU, was 
given a gold-embossed Bible by 
the Erie Council of Churches, a 
Protestant group, for his efforts 
in furthering religious information. 

GeorGe C. BIGGERS, president 
of Atlanta Newspapers, Inc., was 
honored as “the pioneer sponsor 
and inspiration of the 4-H com- 
munity plan” at a meeting of 
4-H clubs, at which the Aflanta 
(Ga.) Journal distributed $3,500 
in prizes to 19 clubs. 

Jack M. Stone, formerly of the 
United Press, has been named 
editor and publisher of the Ocean 
Beach Reporter, a daily newspa- 
per at Jacksonville Beach, Fla., 
by Norvin S. VEAL, general mana- 
ger of the John H. Perry Newspa- 
pers. 








On the Business Side 


VERN H. Fox, advertising sales- 
man for the Sheboygan (Wis.) 
Daily Press, has been re-elected 
president of the Sheboygan News- 
paper Guild. 

HARLAND Henry, formerly the 
classified advertising manager of 
the San Diego (Calif.) Journal, 
Phoenix (Ariz.) Arizonan and the 
Turlock (Calif.) Journal and who 
also served on newspapers in Lan- 





sing, Mich., and Miami, Fla., has 
been appointed classified advertis- 
ing manager of the San Francisco 
(Calif.) News. 

JoHN McLatcuie, formerly of 
the Cleveland (O.) Press, has been 
promoted to advertising manager 
of Time, a magazine he has served 
for 13 years. 

Mary CarviLLe, formerly with 
the Upper Main Line Times, 
Paoli, Pa., has joined the adver- 
tising staff of the Phoenixville 
(Pa.) Republican. 

JaN WILSON, who recently left 
the national advertising depart- 
ment of the Portland (Ore.) Jour- 
nal to move to San Francisco, has 
joined the staff of Brisacher, 
Wheeler and Staff as a secretary. 
Newest addition to the national 
department of the Journal is ALICE 
NEPEAN, formerly with Fortified 
Farm Products, Portland. 

MatcoLM McEwan, at one 
time with the Portland (Ore.) 
Journal in the circulation depart- 
ment, has returned to the main- 
land from Honolulu and _ has 
joined the advertising staff of the 
Bend (Ore.) Bulletin. 

W. Davio Jones, Jr., for the 
past year in the display classified 
advertising department of the Ral- 
eigh (N. C.) News and Observer, 
has entered the Army. Before 
joining the News and Observer, he 
was on the advertising staff of the 
Wilson (N. C.) Daily Times. 





In the Editorial Rooms 


WILLIAM FITZGERALD, reporter- 
rewrite with the New York Sun 
until its sale !ast January and 
since then assistant editor of Fleet 
Owner, joined the editorial staff 
of the Boston (Mass.) Herald. 

JosepH C. Martin, Jr., a 1950 
graduate of Centre College, Dan- 
ville, Ky., has been named manag- 
ing editor of the Delray Beach 
(Fla.) News, a weekly. 

MAaDELENE Corey, fashion edi- 
tor of the Providence (R. 1.) Jour- 
nal and Evening Bulletin, and her 
husband, Watrer LENNON, have 
announced the birth of a son, 
PETER. 

Rosert K. SHELLABY, formerly 
Latin American editor for the 


(Continued on next page) 
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My Country ’Tis Of Thee! 


By FREDERICK C. OTHMAN 


WASHINGTON.—As an old Euro- 
pean traveler, still carrying a 
head cold picked up in Greece, 
I can report that the U. S. A. is 
a pretty fine place. 

All the 
things I 
used to take 
for granted 
here, par- 
ticularly the 
little ones 
like a glass 
of cold 
milk, now 
seem down- 
right won- 
derful. I 
don’t sup- 
pose there 
is a country 
in Europe 
where you 
can casually drop into a lunch- 
room and drink milk without 
worrying about what's in it. 

A quick lunch over there 
takes two hours. A sandwich is 
a production. In Athens, and 
many another town, the water 
from the tap isn’t fit to drink. 
What I’m driving at is that it's 
a real joy to be home and ride in 
an automobile with some oomph 
under the hood, to get some 
real ice cream from the freezer, 
and to sleep in a bed that isn't 
mostly bumps. 

This is enough introduction, I 
guess, for my tale of an evening 
spent in the White Tower Res- 
taurant in London with Roger 
and Eunice Tatarian, who are 
old American friends of mine. 
Roger now is the news editor of 
the United Press in London, 
while Eunice is a housewife in 
suburban Hampstead. 

There are no screens on the 
windows of Eunice’s house, be- 
cause the Britishers think they 
keep the air from circulating 
properly. She does have one 
of the few electric refrigerators 
in Hampstead, but she had to 
put up a fight for it. The drains 
from her kitchen empty into the 
garden, 

These minor matters don’t 
worry her much; her problem 
concerns the Ladies’ Home Jour- 
nal, to which she has been a 
longtime subscriber. Seems that 
after she moved to Hampstead, 
she joined the Ladies’ Guild 
there and she thought it would 
be nice to pass her Journal 
among her fellow members. 
This seems to have been a mis- 
take. 





Othman 





“The ladies look at the ad- 
vertisements of all the things 
that can be bought in America,” 
she said, “and they practically 
turn green with envy. They see 
those pictures of American push- 
button kitchens and then they 
look at their own, mostly with 
coal stoves, and they can’t 
stand it. 

“They read about whipped 
cream that comes out of a can 
when you push a knob and they 
want some. They want to try 
frozen orange juice and aufo- 
matic washing machines. They 
wonder about garbage disposers 
and about furnaces that turn the 
heat on in the morning all by 
themselves.” 

Eunice said she feared she and 
her magazine had ruined home 
life generally in Hampstead. 
That’s why she wanted to talk 
to me. She knew our house was 
complete with most of the auto- 
matic gadgets, including one 
that brews a cup of coffee each 
morning by my bed and wakes 
me up with radio music. 

She said if I could tell her all 
the defects of these marvels, 
she believed she could report 
to her fellow housewives and 
thereby restore tranquility to 
the countryside. I did my best. 

I had to think hard, but I told 
her that once we put the wrong 
kind of soap in our dishwasher 
and filled the kitchen thigh deep 
in suds; I also was able to an- 
nounce that this machine remov- 
ed the gold trimmings from the 
plates. This did not sound seri- 
ous enough to Eunice. 

So I told her how the freezer 
gave up the ghost one night and 
ruined a box full of food, how 
the furnace once leaked oil all 
over the cellar floor, and how 
the garbage chopperoo made 
silvery mincemeat of a spoon 
that got in by mistake. Eunice 
took conscientious notes. 

She said she’d tell the ladies. 
But she wanted to ask one last 
question: did these widgets 
work most of the time, or where 
they usually in the garage for 
repairs? Regretfully, I had to 
tell her that every last one of 
them was as good as the Ladies’ 
Home Journal said. She seemed 
disappointed. 

You get the idea. I never 
realized, until I left it for a few 
weeks, how good we have it 


here at home. 


(Copsright, 1950, by United Feature Syndicate, Inc.) 
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Christian Science Monitor, Boston, 
Mass., has become managing edi- 
tor of Vision, new newsmagazine 
for Latin America, which will be 
published for the first time in Mid- 
November. 

ARTHUR M. McQuippy, a for- 
mer editor of the Roswell (N. M.) 
Morning. Dispatch and a former 
staff member of the Kansas City 
<{Mo.) Star and of the Associated 
Press in Kansas City, has become 
a public relations field representa- 
tive of the Western Oil and Gas 
Association, Los Angeles, Calif. 

CONRAD THEORET has’ been 
transferred from the North Bay 
(Ont.) Nugget news bureau at 
Sturgeon Falls to the Mattawa 
bureau. Victor LEBERGE now is in 
ae of the Sturgeon Falls of- 

ce. 
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JosEPH DOMMERSHAUSEN has 
been elected president of the 
Wisconsin State Journal Editorial 
Association, Madison, Wis., an in- 
dependent union representing the 
editorial employes of the Wiscon- 
sin State Journal. He succeeds 
SANFORD GOLTzZ. 

Jim YOUNG, news editor of the 
Henryetta (Okla.) Daily Free- 
Lance, has resigned to accept an 
editorial position with the Okla- 


homa City (Okia.) Daily Okla- 
homan. Marina BURRELL, city 
editor has taken over Mr. 


YOuNG’s work. 

Max SirnmMay, formerly of the 
Columbus (Ga.) Ledger, Chicago 
Herald-A merican, Washington 
(D. C.) Times-Herald and the 
United Press Washington radio bu- 
reau, has joined the editorial staff 
of the Brownsville (Tex.) Herald. 
Other staff additions are Davip 
Nevin, formerly of the Baton 
Rouge (La.) State-Times and the 


Shreveport (La.) Journal, and 
Miss NELL KirKwoop, formerly 
of the Corpus Christi (Tex.) 


Caller-Times. 

Gary MacEoin, formerly Sun- 
day managing editor and promo- 
tion director of the New York 
City Spanish-language daily, La 
Prensa, has been appointed editor 
of La Hacienda, New York Span- 
ish-language export magazine, and 
of its Portuguese edition, A Fa- 
zenda. 

HowarpD R. IMBODEN, editor 
and general manager of the Pu- 
laski (Va.) Southwest Times, has 
been presented one of Pulaski’s 
two citizenship awards of the 
year for his civic accomplishments 
and for his recent election as 
Mayor. 

MERLE Gors, CLARENCE HULL 
and Ep DrysDALE have joined the 
Roseburg (Ore.) News - Review 
staff, the former as assistant wire 
editor. 

ROBERT CARLEY, who began his 
business career 2s a reporter on 
the New York Herald Tribune, 
has joined Gever, Newell & 
Ganger ad agency as an account 
executive. Earlier he was a vice- 
president of Cecil & Presbrey, Inc., 
ad agency, and assistant news edi- 
tor at National Broadcasting Co. 

Mrs. LEE Z. HAFKIN, journalism 
instructor at Bowling Green (O.) 
State University. who worked on 
the Toledo (O.) Blade this sum- 
mer, is remaining there as general 
assignment reporter on a four-day 
week. 

JOHN Parris, formerly with the 
UP and AP in New York and a 
World War II battlefront corre- 
spondent, has been named public 
relations director for the Cherokee 
Historical Association. 

LEE Morris, a member of the 
editorial staff of the Wilmington 
(Del.) Journal-Every Evening, has 
won the Wilmington Chess Club’s 
championship for 1950. 

HENRY Bussey has been named 
editor of the Chehalem Valley 
News, Newberg, Ore., by J. LOGAN 
WHITE, who recently purchased 


the paper. MR. Bussey has worked ° 


on the Southern Oregon News- 








Vi 


“Okay, here goes, but the Old Man isn’t going to believe it!” 











Review and Ashland (Ore.) Daily 
Tidings. 

WaRREN Mack, formerly with 
the Roseburg (Ore.) News-Review, 
has been named editor of the 
Sweet Home (Ore.) New Era, re- 
placing Donn Bonham, who has 
returned to active duty with the 
Marine Corps. Mrs. BONHAM will 
assist in the news department. 

Guy R. FRIDDELL, Jr., formerly 
public relations man for the Vir- 
ginia Museum of Fine Arts, has 
joined the news staff of the Rich- 
mond (Va.) News Leader. He is 
a Columbia University School of 
Journalism graduate and _ has 
worked for the Lynchburg (Va.) 


News and the Nyack (N. Y.) 
Journal-News. 
EMERSON LYNN, JR., reporter 


for the Wichit: (Kan.) Beacon, 
and Mrs. Lynn, are parents of a 
son, the third EMERSON LYNN. 

RUSSELL WEsT, former advertis- 
ing salesman for the Kansas City 
(Mo.) News and June graduate 
of Kansas City University, is the 
new stockyards and part-time po- 
lice reporter for the Wichita 
(Kan.) Beacon. 

Mrs. Betty Dixon PASCHAL has 
resigned as woman’s editor of the 
Winston-Salem (N. C.) Sentinel to 
join her husband, who has been 
transferred to Nashville, Tenn. 
Miss ELIZABETH TROTMAN has 
joined the Sentinel’s woman’s staff. 

WILLIAM WOESTENDIEK, a Tre- 
porter on the Winston-Salem 
(N. C.) Journal has been called 
to active duty by the Army. 

GENE SUGG, assistant in the tele- 
graph room of the Winston-Salem 
(N. C.) Journal, has joined the 
U. S. Air Force. 

JOHN WESLEY MILLER, a mem- 
ber of the staff of the Winston- 
Salem (N. C.) Journal and Sen- 
tinel, has been drafted into the 
Army. 

MINNIE CAGE, a society and club 
editor for Detroit papers for more 


than 30 years, has left her posi- 
tion as club editor of the Detroit 
(Mich.) Times to make her home 
in the South. She is remaining on 
the Times staff. 

D. G. WESTERVELT, former as- 
sistant city editor of the San Anto- 
nio (Tex.) Express and later as- 
sistant editor of that paper’s Sun- 
day magazine, has re-entered news- 
paper work on the San Antonio 
Light rewrite staff. 

FRANK JuDGE, former city editor 
of the Jamestown (N. Y.) Sun, 
has joined the Baltimore (Md.) 
Evening Sun copydesk. 

D. Donat Lonig, Jr., has re- 
signed as editor of the North Lin- 
coln News Guard, Delake, Ore., 
to be assistant to WARREN C. 
KALEY, vicepresident and advertis- 
ing director of the First National 
Bank, Portland, Ore. 

FRANK J. Hicks, former Univer- 
sity of Oklahoma journalism stu- 
dent, has joined the staff of the 
Wichita (Kan.) Eagle as a general 
assignments reporter. 

HuGH Day, Washington corre- 
spondent for the Detroit (Mich.) 
Times for five years, has become 
public relations director for the 
American Natural Gas Co. and its 
subsidiaries. His place on the news- 
paper is being taken by DON 
O'Connor, rewrite man and _for- 
mer Lansing correspondent. 

AL Goopson has returned to 
work on the Detroit (Mich.) 
Times city staff after a long ill 
ness. 

BiLL SEXTON has been named 
night manager of the U.P.’s De- 
troit bureau. He replaces JIM 
SHACTER, who has been moved to 
Washington. Additions to the U.P. 
bureau are ARTHUR HIGBEE, from 
the Port Huron (Mich.) Times- 
Herald, and BiLL MCMackin, from 
the Minneapolis bureau. NORMAN 
NICHOLSON has been named U.P. 
automotive editor. 

(Continued on page 37) 
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Pat Dickty has been named 
assistant fashion editor of the De- 
troit (Mich.) Times. 

GENE WINTERS has returned to 
the Detroit (Mich.) Times art de- 
partment after several years’ ab- 
sence. 

Don WILLIAMS, reporter for 
Glendale (Calif.) News-Press, re- 
ceived his pin with one diamond, 
marking five years with the paper. 
Butt MAULTsBy and Mrs. Mar- 
GARET MORRIS WRIGHT are latest 
additions to the news staff of the 
Raleigh (N. C.) News and Ob- 
server. 


Mrs. L. M. James, former ad- 


vertising manager of the Forrest 
City (Ark.) Times - Herald, has 


joined the staff of the Wichita | 


(Kan.) Eagle. 

WaRREN TAYLOR, former police 
and general assignments reporter 
for the Wichita (Kan.) Beacon, 
has joined the stafi of the Wichita 
(Kan.) Eagle as a general assign- 
ments reporter. 

JoHN KEASLER, general assign- 
ment reporter on the Aflanta 
(Ga.) Journal, and Mrs. KEASLER, 
former Tampa (Fla.) Times gen- 
eral assignment reporter, have an- 
nounced the birth of a daughter, 
KATHLEEN. 


RoBert H. KLINE, reporter for 
the Richmond (Va.) News Leader, 
has been called to active duty in 
the Navy. 

Don Fair and BILL WASSMAN, 
1950 and 1949 graduates, respec- 
tively, of the University of Oregon 
School of Journalism, have been 
added to the sports staff of the 
Eugene (Ore.) Register-Guard. 

JOHN P. James, Civic Center re- 
porter for the San Diego (Cal.) 
Journal when it suspended publica- 
tion last May, has joined the gen- 
eral assignment staff of the San 
Diego Union. 

ELMO GREENE, former reporter 
for the Chattanooga (Tenn.) 
Times and the Atlanta (Ga.) Con- 
stitution, has been appointed a 
news editor in the State Depart- 
ment’s 


Press and Publications. 





Breakfast Briefs 


The hurricane that blew out of 
the Caribbean did some damage 
in Florida, but not as much as 
was done in New York state by 
the one that blew out of a letter. 


* * a 


Gen. Eisenhower’s “no” to a 
presidential boom seems a bit 
weaker than usual. He likes the 
climate at Columbia, but he’s be- 
ginning to feel a draft. 


From The Cleveland Plain Dealer 


Division of International | 





(An Advertisement* 
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Topeka for 1949 reached $15,000,000.00: for 
Topeka, the Santa Fe hands pay checks to 4,500. 
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PAMvos 


IN, for a people eager for the best things of life. 


Two 









“passengers.” 


= 
an 


. Of the big 
———— : : 

We play up Santa Fe in this message, not because the other lines are not 
vitally important, but because, in a recent Industrial Edition, Santa Fe officials © 


were guests of Topeka, and, as such, were featured in congratulatory advertise- 
ments sponsored by hundreds of big and little local industries. 


Kansas, 


“main-line”’ 
vast market . . . throughout Topeka, Greater 
Topeka, our Trade Area and—the State. 
The right-of-way is clear for national adver- 
tisers eager to talk to these receptive 100,000 


Adequate transportation can 
be one of the deciding factors 
as to any market's value to 
any national advertiser. It 
means incoming, outgoing 
freight . . . both are the life 
blood of a city, a trade area, a 
state. 


Because Topeka and its 21 
surrounding farm counties teem 
with a new and vigorous de- 
mand, transportation takes on 
special significance. 


We have much to send out to 
all America and to the world 
‘ . we need much that must 
come to us from elsewhere. 


The finest of service in this 
field has keynoted Topeka’s in- 
dustrial and farm growth. We 
boast four major railroads, 
three air lines, eight bus com- 
panies and numerous trucking 
firms. 


Freight moves fast to and 
from the capital of Kansas. 
Actually, this region is the cen- 
ter of rail activities for all four 
lines serving our 
—._ area. 


Thy 


The big Diesel engines, speeding both freight and passengers, seem to 
symbolize our growth to an over 100,000 market. 


The Santa Fe payroll for 


$39,000,000.00. In 


And this railroad, with the other major lines, has helped tremendously in 
our growth, our prosperity. We need, more than ever, just such giants of the 
rail in a swift-moving world. Industrially we have grown and our farms were 
never so productive. And, in proportion to what we SEND OUT, we BRING 


newspapers serve our 
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THE CLASSIFIED CLINIC 





Answering Ad Service 
Answers Double Purpose 


By Herbert W. Tushingham, 
CAM. Camden (N. J.) Courier-Post 


You may have heard of the 
San Francisco Examiner Free 
Telephone Answering Service, but 
have you ever thought of the two- 
fold accomplishment it offers? 

The main purpose is to increase 
voluntary Classified by taking calls 
for advertisers having articles to 
sell, but not wishing to be bothered 
answering the phone. It definitely 
answers the advertiser’s objection, 
“I expect to be out of the city 
over the week-end. It won't pay 
me to advertise.” 

So how does it work? 

The Examiner has five outside 
lines—DO. 2-1827, EX. 2-1082, 
GA. 1-6041, SU. 1-0058 and YU. 
2-5715. You can see the phone 
company has purposely mixed up 
the prefixes. Each sales division, 
in the Classified Department, is 
assigned a block of locals. For 
example: the Real Estate division 
may have GA. 1-6041, locals 1 to 
100. To avoid duplication these 
numbers are used in sequence. 
After 100 ads with a service phone 
number have been sold, they start 
back with local number 1 again. 


All Data on Card 


The sales people turn in a form 
card with the original order which 
is separated at the copy desk. The 
card tells the original order ex- 
piration dates; classification; num- 
ber assigned; name, address and 
phone number of advertiser; the 
keyword of the ad; number of 
lines and a clipping of the ad. 
For the convenience of quick 
reference to the card, the assigned 
phone number is repeated at the 
bottom of the card. As it appears 
in the ad it could read: “SU-1- 
0058 Loc. 27.” 

The card is sent to the Tele- 
phone Service Desk and filed on 
a “vertical wheel file” by the 
phone number and numerically 
according to local. 

The girl at the Service Desk 
answers, “The Examiner Tele- 
phone Answering Service.” If the 
party hesitates, the girl explains 
they are taking replies for the 
advertiser and asks what local they 
wish to answer. This call is en- 
tered on the back of the card. 

Replies are kept in confidence 
the same as box replies. Before 
replies are given out over the 
phone, the advertiser must give 
his name for identification. 

Every Reply Is a Lead 

So much for the main purpose 
of the Telephone Service. Let’s 
look at the other objective. 

Every reply to an actual ad is 
a lead for another ad from the 
person -replying. Don’t think the 
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Examiner doesn’t take advantage 
of this. 

Think of the people wanting to 
buy a washer, others wanting an 
apartment, or to purchase a home 
and answer via the Service. They 
are “red hot” prospects for a 
“Wanted” ad and while the “an- 
swering girl” does not solicit. the 
lead can be turned over to a regu- 
lar, for diplomatic solicitation. 


Groceries, Banks Use 
Classified Effectively 

SEVERAL weeks ago, we pub- 
lished a question from a CAM 
asking for information regarding 
the publication of “grocery adver- 
tising” in Classified. The follow- 
ing two replies are worthy of 
public reply. 

From Rodney Leeds, CAM, 
Bayonne (N. J.) Times: 

“At the PNPA Classified Clinic 
last year, Margaret Fritz, Johns- 
town (Pa.) Democrat-Tribune in- 
troduced her weekly “Market Bas- 
ket” idea. We adopted it because 
it offered our smaller stores an op- 
portuntiy to advertise collectively. 
In this way their advertising be- 
came as effective as chain stores 
and super markets. 

Announced by Mail 


“We announced the idea by 
mail, telling them of a special sec- 
tion that would mean big profits 
to them. The grouping together 
would command attention. Copy 
deadline was Tuesday for the 
Thursday publication day. 

“On January 26th, 664 lines of 
paid advertising appeared under 
the bold 4 column display heading, 
“The Market Basket.” All 2 col- 
umn ads, minimum of 2 inches, 
maximum of 6 inches in depth. 
No bold type permitted. A 2 
column shopping list appeared in 
the lower corner. It received fa- 
vorable comment and advertisers 
have received excellent traceable 
results.” 

From the National 
Bureau of Chicago: 

“Here are some case histories 
helpful to those interested in sell- 
ing banks, grocery stores and 
building and loan associations into 
Classified. 

“Hasselman’s, a large food mar- 
ket in Muskegon, Mich., have 
made consistent use of Classified 
in the Muskegon Chronicle for 
10 years. They use single, double 
and triple column light face Classi- 
fied, no borders or cuts. They 
report good results. 


Let’s Have Some More 


“Bank advertising in Classified 
is common in such cities as Wheel- 


Research 





ing, W. Va., Montreal, Canada, 
Fort Wayne, Ind., Cincinnati, 
Cleveland, Memphis and Schenec- 
tady, N. Y. This advertising has 
been continuous from one to 18 
years, which speaks for results.” 

Again our thanks for the replies 
to the questions published. This 
E&P Classified Clinic is anxious 
to have this inter-exchange of 
questions and helpful advice. The 
cooperation of all CAMS relieves 
the monotony of one man’s opin- 
ion. 

Merchandise Promotion 
For Direct Sales Results 

AT A recent Pacific Coast CAM 
conference, the Ogden (Utah) 
Standard - Examiner received the 
top award for its promotion of 
Classified. Credit for the success- 
ful method employed is given to 
Gordon Glasmann, assistant CAM; 
George Williams and Robert Ehr- 
enstrom, street salesmen. These 
three “burn the midnight oil” 
planning and preparing effective 
promotion. 

Investigation showed they go 
beyond the usual preparation of 
the material. It could best be 
described as “merchandising of 
promotion.” 

Realizing certain classifications 
were falling off, they instigated a 
daily call report for street sales- 
men. This would report the re- 
sults of commercial accounts. The 
phone girls report on the transient 
results. 

For Fast Moving Items 

This showed the fast moving 
items or those in demand. Natur- 
ally, all promotion was directed 
to these articles rather than the 
slow moving merchandise. 

A typical example in real estate 
was a high price home that had 
been listed with a broker for 90 
days. A Classified ad failed to 
make a sale, producing cnly three 
calls. The owner sought advice 
from the paper. As a result a 
Classified descriptive display ad 
with a photo was published and 
within 36 hours a quick sale. 

As a promotion piece, the suc- 
cess story produced an increase 
in descriptive copy from real es- 
tate advertisers. Both results and 
linage greatly increased. It gave 
the sales staff greater confidence 
in sellling description. 

More Seasonal Copy 

From the Bureau of Advertis- 
ing’s “Timetable of Retail Oppor- 
tunities” suggestions and ideas are 
checked with the merchant's past 
experience and the result is more 
seasonal advertising. 

Direct mail promotion stressing 
these fast selling items has pro- 
duced excellent response. Results 
have increased lending greater 
confidence in Classified advertis- 
ing. 

Each Sunday and Thursday a 
front page box is based on the 
daily report sheets. It reports a 
success story of human interest 
and tied-in with a local or na- 
tional event to make it newsy. 

Their street salesmen make ef- 





fective use of the daily repor 
findings in selecting “hot” items 
right in the store. 

Shortly before the end of each 
month a linage check is made on 
the space and rate earned by 


commercial accounts. This often 
shows up accounts needing a few 
more ads to jump into the next 
rate bracket and lower their 
monthly cost per ad. Increased 
linage, more consistent advertis- 
ing and lower ad cost result. 
Greater confidence is placed on 
the salesman by the advertiser for 
working in his interest. 

The Standard- Examiner even 
capitalizes on the narrow waste 
space on the ‘slop-over’ Classified 
page. A side-set streamer is placed 
in the white space where the nar- 
row 10% pica column of Classi- 
fied meets the 12 pica column of 
news. 


Ad Regulations 
Created Boycott 

ALTHOUGH the regulation was 
approved by the Cincinnati Auto- 
mobile Dealers Association, an ad- 
vertising boycott followed new 
regulations in the Enquirer, Post 
and Times-Star. Some _ dealers 
switched from newspapers to 
radio. 

The joint announcement read: 

“No reference to specific mileage 
or age (other than year model) 
of a used car is acceptable. Gen- 
eral terms relative to mileage may 
be used. The three newspapers are 
adopting this regulation to elim- 
inate unfair practices. 

* 

Used Car Dealers in New York 
are no longer allowed to use the 
word “New” in advertising cars. 
Dealers may say “practically new” 
or “almost new” even though cars 
have been driven only a _ few 
miles. 

* 


Gordon Gray Resigns; 
W. K. Hoyt Elected 


CuaPeL Hn, N. C.—Gordon 
Gray, Winston-Salem (N. C.) 
newspaper executive and former 
Secretary of the Army, was for- 
mally inaugurated as president of 
the Consolidated University of 
North Carolina on Oct. 10. 

At that time, his resignation as 
publisher of the Winston-Salem 
Journal and Twin City Sentinel 
became effective. He has held the 
post since 1937. W. K. Hoyt, 
general manager since 1927, was 
elected publisher this week by 
the Board of Directors. 

Mr. Gray is retaining stock 
ownership of the Piedmont Pub- 
lishing Co. and will be a member 
of its Board of Directors. 


J 

Honored by Navy 

New OrLeans, La. — Maurice 
A. Needham, reporter, and Charles 
F. Bennett, photographer, on the 
Times-Picayune have received the 
title of “Honorary Chief Journal- 
ist” from the Navy in recognition 
of recent two-week cruises aboard 
the Destroyer Compton. 
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Chase atls demonstrate how 


hanks serve the people 





Te advertisement illustrated at the 


right is one of a series prepared by 


the Chase National Bank of the City of 
New York and currently appearing in 
New York City newspapers. 


Written about people and their banks, 
these ads point up the advantages of 
competitive banking and illustrate how 
the community and the individual bene- 


fit by free enterprise in action. 


More than 100 banks for which the 
Chase acts as New York correspondent 
have asked for mats of these ads to be 
published over their own cignatures 
locally. 

In this way Chase Bank helps to give 
wide circulation to the story of how 
banks serve the people and thereby 
broaden public confidence in commer- 
cial banks as an integral part of the 


American business system. 


CHASE 


NATIONAL BANK 
OF THE CITY OF NEW YORK 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 
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Talks About Roadbuilding 





Ss 


Anthony Cucolo, builder of the new Storm King Highway. 


‘**Building roads in my commu- 
nity,”” says contractor Anthony 
Cucolo, ‘‘is a job that takes more 
than men and materials. 

‘‘When I get acontract I’ve got 
to have plenty of money to back 
me up. So I go to my bank and 
apply for a loan. You might al- 
most say that the bank is the 
foundation of the roads I build. 

‘*And whether it’s a construc- 
tion or materials loan I get, bank 
service is always good. That’s 
because banks have to bid for 





people’s business much like I have 
to bid for road building contracts. 

“*It’s this kind of competition 
that’s built America. Seems to me 
this is a mighty fine thing for the 
whole country and our people. As 
a matter of fact I don’t see how 
I'd be able to build roads without 
our kind of banks to back me up.” 

This is another in a series of 
workaday stories about people and 
their banks as told to the..... 
CHASE NATIONAL BANK 


(Member Federal Deposit Insurance Corp.) 








SYNDICATES 





‘King Aroo’ Reigns 
With Whimsy, Humor 


By Jane McMaster 


KiNG ARoo, affable monarch of 
the one-acred kingdom of Myopia, 
lives in a castle with his one-man 
retinue, whose name is “Yupyop.” 
Except for the two royal inhabi- 
tants, there’s a considerable dearth 
of people. But it doesn’t get 
lonely in Myopia. 

There’s a Mr. Pennipost, a mail- 
man with a built-in mail pouch 
and antecedents definitely Kan- 
garoo. There’s a lion who tries 
to steal the kingdom because he’s 
heard he’s king of beasts. There’s 
a guinea pig who hires himself out 
as an “experimentee.” And there 
are some precocious birds who go 
in for “people-watching.” 

All in all, Cartoonist Jack Kent 
of San Antonio, Tex., deals in 
unnatural history and a canny 
type of whimsy for the new daily 
and Sunday McCLuRE SYNDICATE 
comic. The irrelevant despot, 
Yupyop and assorted fauna will 
first appear in papers Monday, 
Nov. 13. Early takers for the 
“King Aroo” Sunday page, due 
Nov. 19, are the Chicago Tribune 
and New York Mirror. 

Creator-Author-Cartoonist Jack 
Kent, who says he has such a 
yen for originality he won’t even 
read Walt Kelly’s “Pogo” (also 
peopled with animals), has had a 
varied and peripatetic existence. 
Born in Burlington Ia., 30 years, 
ago, to a father who liked to 
travel, he can’t quite remember all 
the towns he’s lived in, all the 
schools he went to. 

His education and art training 
have actually been mostly extra- 
curricular. Stationed in Alaska 
and Manila during the war, he 
learned to speak the Eskimo lan- 


guage and Tagalog. He learned 
enough “Trig” to get through 
Officers’ School at Fort Sills, 


Okla., by a week’s intensive coach- 
ing coupled with night study. 

A commercial artist since the 
end of the war, he thinks maybe 
Gilbert and Sullivan’s “Poo-Bah” 
influenced him subconsciously in 
the creation of “Yupyop.” The 
comic may remind readers of 
A. A. Milne’s “Winnie the Pooh.” 


SRL Music Service, 
Spot Coverage Offered 

The SaturDAay REVIEW OF LIT- 
ERATURE, which went into the 
newspaper field early this year 
with a Book Service, has obtained 
15 subscribers to its new weekly 
Music Service since Oct. 7, the 
starting date. 

In addition to the Service, SRL 
will give special spot coverage of 
a musical event on request of the 
paper (and for a reasonable fee). 

The first Carnegie Hall appear- 
ance of Film Singer Jeannette 
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MacDonald, Margaret Truman’s 
TV debut and about half-dozen 
other music highlights are mak- 


ing the October special coverage 
list. 

The Service, a 3,000-4,000-word 
roundup of the musical events of 
the week, is edited by Irving Ko- 
lodin, music critic of the New 
York Sun for many years and now 
music editor of SRL. 

SRL is doing all its own selling 
again after having delegated it for 
a spell to HAYDEN-KENNEDY SyN- 
DICATE. 


‘Beauty After Forty’ 
New McNaught Column 

EpYTH THORNTON MCLEOD, au- 
thor of the book, “Beauty After 
Forty,” has signed a _ long-term 
contract with McCNauGuTt for a 
five-a-week column to carry the 
same title. It’s due Nov. 13. 

Mrs. McLeod started the Eliza- 
beth Arden Beauty School and was 
associated with it for 10 years. 
She authored “Face and Figure 
Fascination,” “How to Sell Cos- 
metics,” and other books. 


Pierotti Produces Puzzle 


CARTOONIST JOHN PIEROTTI will 
produce a revamped version of 
“Time for Fun,’ MCCLuRE’s two- 
column daily panel formerly done 
by Bob Tippett, effective Oct. 30. 
At the same time he takes over the 
puzzle feature, he will drop “Pier- 
Oddities,” daily sports panel. 

Mr. Pierotti recently introduced 


“Nutcracker U.”, a comic he syndi- — 


cates himself. 


News and Notes 


CarRTOONIST HaM (“Joe Pa- 
looka”) FisHER was recent guest of 
honor at a luncheon given by a 
Lima, O., firm in appreciation for 
his contribution to the school bus 
safety campaign. 

Syndicate interest has been 
shown in George Allen’s “Presi- 
dents Who Have Known Me,” but 
Simon & Shuster, publishers, aren't 
ready to talk yet. 


Arthur Sasse, INP and KING 
FEATURES photographer, came 


down on the train with the Dionne 
quins for their recent New York 
visit and got a number of posed 
pictures during their stay for 
King’s weekly Quin Photos feature. 
King has exclusive rights to still 
pictures of the Quins, but doesn’t 
try to exercise exclusivity when it 


comes to spot news stories like 
the recent one. 
Al (“Lil Abner”) Capp will 


make personal appearances in six 
cities between Nov. 13 and Nov. 
26 in connection with Sadie Haw- 
kins day. 


Jack Kent 
Hearst Papers Grant 


$93 in Baltimore 
BALTIMORE—A _ two-year 


con- 
tract establishing a $93 top mini- 
mum after six years for reporters 
and copyreaders has been signed 
by the independent News Union 
of Baltimore and the Hearst Con- 


solidated Publications, Inc., pub- 
lishers of the Baltimore News- 
Post and Sunday Baltimore-Amer- 
ican. 

The new agreement follows ne- 
gotiations lasting eight months. 
Top minimum under the former 
contract was $87.50 after five 
years. 

New minimums for rewrite, reg- 
ularly assigned slot and make-up 
men go to $98; district reporters, 
$85 after six years. 

Editorial employes not affected 
by the experience step-up or in- 
creases in minimums are to re- 
ceive a $1.50 pay raise retroactive 
to April 11. Increases in mini- 
mums are not retroactive. 

Severance pay is increased from 
30 weeks after 1912 years to 40 
weeks and is now payable upon 
retirement with 25 years’ service. 

In addition to reinstating the 
veterans’ service clause, standard 
in News Union contracts during 
World War II, the new agreement 
provides for payment of four 
weeks’ salary to staff members en- 
tering the armed forces. 





Lee Newspapers 
Form Company 
To Buy Stock 


Lee Enterprises, Inc., an in- 
vestment company chartered by 
the 10 Lee Newspapers in jhe 
Middle West, has been incorpo- 
rated in Dover, Del. Lee P, 
Loomis, publisher of the Mason 
City (la.) Globe-Gazette, is presi- 
dent of the new corporation. 

Purpose of Lee Enterprises js 
to acquire the stock interest in the 
Lee papers held by Miss Laura 
Lee, daughter of the late A. W. 
Lee, founder of the newspaper 
group, to set up a central service 
company for the Lee papers and 
to make shares in the several 
papers available to officers and 
veteran employes. 

Besides Mr. Loomis as _presi- 
dent, other officers are Walter W. 
White, publisher of the Lincoln 
(Neb.) Star, vicepresident; P. D. 
Adler, publisher of the ‘Davenport 
(la.) Times, secretary-treasurer; 
Don Anderson, publisher of the 
Madison (Wis.) State Journal, and 
W. T. Burgess, publisher of the 
LaCrosse (Wis.) Tribune, direc- 
tors; Elisha Hanson of Washing- 
ton, D. C., general counsel; and 
Clifford Yewdall, controller. 

“Until Lee Enterprises, Inc. 
was formed the 10 Lee _ news- 
papers had no corporate connec- 
tion with each other except 
through certain common officers 
and stockholders,” explained Mr. 
Loomis. “Of the $2,000,000 cap- 
ital of Lee Enterprises, Inc., the 
first half-million of the million 
dollars common stock was issued 
to the 10 Lee papers. None is 
available to other corporations or 
to individuals. No sales of the 
preferred stock are contemplated 
in the foreseeable future.” 


Suspenders hold up 


...circulation! “Continued tomorrow” at the end of an 


installment of intelligent fiction... is a potent binder for 


newspaper buyers...turns intermittent readers into regulars! 


Blue Ribbon Fiction 


... first run stories, by the world’s best-known, best selling 
authors...edited for suspense and continuity... contribute 


to the steady growth of The News, largest newspaper 


in America, and the Chicago Tribune, largest standard-size 


paper! For synopses, starting dates, specimens, and prices. 


write Mollie Slott, manager.. 


Chicago Tribune-New York News 


Syndicate 





News Building, New York 
Tribune Tower, Chicago 
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CLEAN IMPRESSIONS MAKE 
HAPPY ADVERTISERS! 


-.. that’s why 1100 newspapers have switched. 
to “SPHEREKOTE” DRAWSHEETS 


ADVERTISERS are delighted with the appearance of their ads 
when ‘Spherekote’”’ Drawsheets are on the presses. By 
greatly reducing first-impression offset, this new draw pro- 
duces clean, sharp impressions that mean a better-looking 
paper, more satisfied clients. 


+ Kilts gee 





IT’S THE FIRST SATISFACTORY answer to the problem of ink 
transfer, smudging and double printing—that’s why 1100 
newspapers, to date, have purchased this new kind of draw- 
sheet. Let us put ““SSpherekote’’ Newspaper Drawsheets or 
Blankets on your presses. Full details from Dept. EP90, 
or we'll be glad to have a representative call. 


> in hs S.A. by MINNESOTA MiIninc & Merc. Co., St. Paul 6, Minn., also makers of “‘Scotch”’ Brand Pressure-sensitive Tapes, 
Sound Recording Tape, ‘“‘Underseal” Rubberized Copies. “‘Scotchlite” Reflective Sheeting, “‘Safety-Walk” Non-Slip Surfacing, 
“3 


Abrasives, 
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PRESSMEN relish the trouble-free operation that comes with 
these new draws. The hard glass-bead surface of “‘Sphere- 
kote’? Drawsheets means long press runs with uniformly 
good results. Toughness and resiliency combine to give 
greater mileage, fewer maintenance stops. 
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NEWSPAPER TIC TTTiie cS 
AND Res eer 
BLANKETS Go “=: 











e FOR LARGE METROPOLITAN NEWSPAPER PRESSES: 
Type 26 Drawsheets for three-piece combinations 
Types 83 and 93 Blankets for two-piece combinations 


e FOR SMALLER WEEKLY NEWSPAPER PRESSES: 
Type 20 


“Scotch” 
“3M” Adhesives. 






Did you get) 
of this 
ashing Machine 








42 EDITOR & PUBLISHER for October 28, 1990 L 
















t your share 
$ $270,308 


e Newspaper budget? 








We can’t say that if you don’t advertise in Eprror & Pus- 
LISHER you won't get on anyone’s newspaper list . . . or vice 
versa. But... we do know that, like a top executive of 
this washing machine company and his agency advisers, 
most big buyers of newspaper space have to rely on Eprror 
& Pus.isuer for full information on the happenings in the 
newspaper world. You'll increase your chances a hundred- 


fold if you tell your story in Eprtor & PuBLisHER. 
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CIRCULATION 





Daily Makes It Easy 
For Mail Subs to Pay 


By George A. Brandenburg 


TOO MANY newspapers have a 
tendency to assign mail subscrip- 
tions to a subordinate position in 
their circulation set-up. Not so 
with the Knoxville (Tenn.) Jour- 
nal which has achieved subscriber 
cooperation in this particular cate- 
gory. 

W. S. Burnett recently told 
Southern circulators how the Jour- 
nal’s mail subscriptions are classi- 
fied under four heads, with about 
the same volume in each of the 
first three. They are as follows: 

4 Mail Divisions 

1. “Pay - As - You - Read sub- 
scriptions — yearly contract sub- 
scribers who pay the regular year- 
ly price in monthly installments 
of $1 or more each month until 
paid. 

2. Club subscriptions — neigh- 
borhood groups receiving special 
reductions of $1 on each yearly 
paid-in-advance subscription in the 
group, providing all are placed and 
paid for together. 

3. Regular subscriptions—single 


cash-in-advance subscribers who 
pay the masthead short-term or 
yearly rates. 

4. Weekly payment mail sub- 


scriptions. This is a new branch 
of the Journal’s rural Sunday de- 
livery department. Rural Sunday 
carriers take subscriptions to be 
mailed on week-days and collected 
for when Sunday copies are deliv- 
ered. 

Objective of “Pay-As-You-Read” 
is to make it easy to subscribe at 
$1 down, Mr. Burnett explained. 
“Short-term bargain offers are 
made twice a year, each to run to 
the following January 1,” he add- 
ed. “The price asked is approxi- 
mately pro-rate of the regular 
yearly price, and is a ‘bargain’ 
if compared with our short-term 
rates. All orders are for week- 
days only.” 

Use Sample Method 

Only one form of publicity is 
used in short-term bargain offer 
promotion, he said. Page one ads 
are run in mail editions, addressed 
as sample copies to RFD _ box- 
holders. These ads are usually 
eight-column streamers of five or 
six inches across the bottom of 
the page, and carry the special 
offer and subscription blank. 

“On the day samples are 
mailed,” said Mr. Burnett, “the 
regular RFD mail lists for offices 
to be covered are discarded and 
samples are delivered to all boxes. 
This simplifies the operation of 
the campaign and makes it pos- 
sible to get the offer before 30 to 
50,000 prospects in one day, with- 
out extra expense in mailing room 


oe 


and with a minimum of clerical 
labor. 

“Experience has demonstrated 
that the sample copy is more ef- 
fective and economical as an in- 
strument than any other mailing 
or broadside even though person- 
ally addressed to a prepared list. 

Get 3 to 5% Response 

“The sample copy to boxholder 
works fast. Depending on the time 
of year, it ranges in normal times 
from 3 to 5%. With a view to 
economy, we try to put out sam- 
ples on a day when advertising 
is light and a full line of features 
is displayed. Thus a 20-page sam- 
ple costs less than $20 per thou- 
sand to put out. Assuming a 4% 
return, this makes orders cost 
around 50 cents each.” 

In another promotion, the Jour- 
nal features “satisfied subscriber 
salesmen.” Each “pay-as-you-read 
subscriber is encouraged to tell 
non-subscribers about the con- 
venience of the “easi-pay plan” 
and to solicit orders. Such sub- 
scribers are provided with a Handy 
Payment Mailing Set, including 
necessary return envelopes and a 
payment book, containing a num- 
bered payment slip for each $1 to 
be paid. Each order signed, accom- 
panied by first payment, gives the 
“booster” subscriber a credit of $1 
on his account with the paper. 

‘Neighborhood Cooperation’ 

Club subscriptions are based on 
the signing of three orders, with a 
yearly letter to Club Raisers sug- 
gesting “neighborhood  coopera- 
tion.” A list of last year’s mem- 
bers is enclosed with a club order 
form. 


“All our club promotion matter 
stresses the point that nobody gets 
a cut on what the club subscriber 
pays in,” said Mr. Burnett. “All 
subscribers are expected to help 
in getting up the club and each 
member understands that the re- 


duced price is a reward for indi- | 


vidual cooperation. New 
members are drawn largely from 
‘pay-as-you-read” subscribers, but 
it is estimated that 8 to 10% of 
club subscriptions are from new 
readers.” 


Carriers on Television 
TELEVISION was used by the 

Davenport (la.) Times to create 

added public interest in Newspa- 


club | 


perboy Day. The program opened | 


with a_ carrier boy breaking 
through the front page of the 
Times. He was interviewed as to 


his work, explaining the incentives 
and training that carriers receive 
and stressing that all carriers are 
independent merchants. 


‘Training for Success’ 
NEWSPAPERBOY Day had a dou- 
ble barreled send-off in Dayton, 
when the Dayton (O.) Daily News 
magazine section featured an arti- 
cle “Training for Success,” devoted 
to carrier boys, and News carriers 
took part on the National Cash 
Register Company's talent show. 
The company dedicated its 
weekly youth talent show to news- 
paperboys with six acts selected 
from among the News’ 2,500 boys. 
The entire program was _ broad- 
cast and televised. After each act, 
carrier participants were inter- 
viewed about their newspaperboy 
experiences. Their comments pro- 
vided endorsements of newspaper 
route training, John S. Shank, cir- 
culation manager, pointed out. 


Advertise to Teachers 

THE Milwaukee (Wis.) Sentinel 
is using paid advertising space in 
four monthly issues of the Wis- 
consin Journal of Education to im- 
press upon teachers that “Sentinel 
Carriers are better students” and 
that carrier work is “training for 
tomorrow's men.” The attractive 
ads also stress education in prac- 
tical affairs. 


Carrier Notes 

AMONG the many ways in which 
newspapers paid tribute to their 
carriers on Newspaperboy Day 
was the feature in the Cleveland 
(O.) Press showing pictures of 
seven Press carriers with unusual 
hobbies and diverse interests. 

The Long Beach (Calif.) Press- 
Pélegram staged a “natural” with 
opening of school, called “Atomic 
Clothing and Equipment Back-to- 
School Contest” for its carriers. 
Clothing items, such as polo shirts. 
caps, socks, etc., were offered for 
new orders. 

© 


Union Is Rejected 


PORTLAND, Ore. — Circulation 
employes of the Oregonian voted 
32 to 14 against the AF of L 
Newspaper and Magazine Drivers 
local as their bargaining agent. 
In a previous election, the vote 
was a tie. 
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West Virginia Press 
Groups Talk Merger 


MORGANTOWN, W. Va.—Mem- 
bers of the West Virginia News- 
paper Council, who concluded 
their annual meeting here Oct. 21, 
considered formation of a new 
press association which would 
combine the Council with the 
West Virginia Publishers Associa- 
tion. Reason for the proposed 
merger was the small attendance 
at this year’s Council meeting. 

Henry Woodward, editor of the 
weekly Spencer Times-Record was 
elected president of the Council, 
The vicepresidency went to Frank 
Knight, managing editor of the 
Charleston Gazette. James R, 
Kidd, of the faculty of West Vir- 
ginia University’s School of Jour- 
nalism, was renamed secretary- 
treasurer. 

a 


Ex-Carriers on Staff 

BRIDGEPORT. Conn.—tThe 
Bridgeport Sunday Post of Oct. 8 
published a picture layout showing 
a dozen former carriers who are 
now employed in various depart- 
ments of the newspaper. 

s 


3 Receive Watches 
RACINE, Wis.—Three new mem- 
bers initiated into the Racine Jour- 
nal-Times 20-Year Club received 
watches from Frank R. Starbuck, 
president of the Journal-Times Co. 
The club now has 52 members. 
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Program Promotion 
Gets Good Cooperation 


By Jerry Walker 


NETWORK promotion chiefs, 
particularly those on the radio 
side of the house, are hoping 
that affiliated stations have finally 
caught on to the idea of adver- 
tising their programs in newspa- 
pers. 

The Fall cooperative campaigns 
by NBC and CBS gave the local 
broadcasters a strong nudge and 
made readers of some 300 news- 
papers fully aware of the con- 
tinuing presence of radio. Con- 
siderable money was contributed 
toward the effort by the networks, 
matching dollars with what the 
Station spent. 

NBC has prepared another co- 
Op series in support of the Sun- 
day night “Dream Show” of stars 
which is the best evidence the 
network can offer that it has not 
deserted AM for TV. In fact, 
NBC officials informed station 
owners the other day, some $9,- 
000,000 has been invested in ra- 
dio talent to assure top-notch pro- 
grams this season. 

Helps to Develop Coverage 

CBS promotion men, like their 
brethren at NBC, are happy with 
the extent of cooperation which 
more than 200 stations gave to 
the Fall advertising kit. While 
no follow-up is immediately in 
Store, stations are being urged 
to continue promotion on their 
own behalf, with the help of net- 
work material. 

Network executives in charge 
of this newspaper advertising ef- 
fort appreciate the willingness of 
most dailies to accept copy on a 
local open rate basis. As a gen- 
eral rule, the stations have avoid- 
ed asking for special position, or 
for any special publicity bonus. 
It has worked out well, too, for 
most newspapers have chosen to 
locate the ads on the page with 
Radio Logs and radio columns, 
thereby creating a daily depart- 
ment of high readership. 

The flow of display program 
advertising from the stations has 
prompted many editors to take 
steps to develop well-rounded ra- 
dio-TV coverage. More and more 
publicity columns are becoming 
review and critical columns. This 
is especially so in television cities. 

Weekend Supplements 

In other words, newspapers 
find it advisable and serviceable 
to re-invest some of the radio 
Stations’ advertising money in a 
new feature. In several cities this 
has taken the form of weekend 
supplements, mainly in Saturday 
editions. In radio’s early days 
there were supplements, too, but 
the bulk of advertising was for 
sets, not programs. 
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Television adds an angle, in 
the way of advertising rates, which 
has not arisen to any great de- 
gree in respect to radio. And 
the network executives recognize 
the fact that, as newspapers em- 
ploy staffs to cover and criticize 
video on the same basis that the 
stage and screen have been cov- 
ered, it may raise the question of 
a premium rate. 

Already some newspapers have 
rate cards applying a higher-than- 
general rate on program copy. 
Others charge what is considered 
a “compromise” rate—not so 
high as the amusement rate but 
higher than the regular rate. 

An advertising manager gets 
into an occasional tangle on rates 
when a piece of copy promotes a 
program but bears the signature 
of a dealer or product, rather 
than a station. It has been noted 
that some newspapers place this 
kind of program advertising r.o.p. 
and as far away from the radio- 
TV page as possible. 

A glance at newspapers in the 
TV markets will show the im- 
portance of program advertising 
linage today. It often outruns 
the movie theater linage. 


CBS in Merchandising 
With Grocers, Druggists 


CBS EMBARKS on the merchan- 
dising sea this month, with an 
anticipated expenditure of $50, 
000 the first year to help local 
Stations provide promotion ma- 
terial to druggists and grocers. 
It’s a star-to-counter identification 
stunt worked out by Louis Haus- 
man, vicepresident in charge of 
advertising and sales promotion, 
after an intense study of mer- 
chandising arrangements used by 
newspapers and other media. 

McCann - Erickson agency 
helped to put the thing into 
shape and Mr. Hausman lured 
Henry Brenner, marketing expert, 
away from Standard Brands Inc. 
to handle it. The principal fea- 
ture is a monthly trade promo- 
tion sheet, called “CBS Radio- 
Picture News.” A _ huge center 
fold, featuring a CBS star and 
local station imprint, can be used 
as a store display poster. 

Already a score of stations 
have signed up for the service, 
cost of which varies from $500 to 
$4,000, depending upon the num- 
ber of copies ordered. Mr. Haus- 
man said 30,000 druggists and 
grocers will be covered in the first 
release featuring Arthur Godfrey. 

Although many individual sta- 
tions have had their own mer- 
chandising programs to work with 
retailers and distributors, Mr. 


Hausman claims this is the first 
time a network has embarked on 
such a program. 


Picked Off the Air 

TIME was running in favor of 
CBS Color this week, as the net- 
work prepared to beat the Nov. 
20 gun and show color TV, non- 
commercially. RCA and NBC 
pressed for court injunction, while 
big set manufacturers retreated 
from their opposition to CBS 
color and used heavy newspaper 
advertising to say they would 
guarantee converted installations 
on black and-white sets bought 
now. That’s just what CBS and 
the FCC had asked. 

The deal in California in which 
the retirement fund of General 
Tire & Rubber Co. gets the Don 
Lee Network will leave KTTV, 
Inc. (Los Angeles Times) as sole 
owner of the Los Angeles video 
station, since CBS, which has a 
49% interest, acquires one of its 
own. Norman Chandler - said 
KITV will go forward in_ its 
program to be one of the out- 
standing independent (non - net- 
work) stations of the country. 

With 315,000 sets in the area, 
WEWS (Scripps - Howard) in 
Cleveland is now telecasting 100 
hours of programs each week. 


New boss of advertising and 
promotion at American Broad- 
casting Co. is Robert Saudek, 
named vicepresident in charge of 
public relations, following ap- 
pointment of Ted Oberfelder as 
manager of WJZ. 


Reddy Kilowatt Ads 


Run New Themes 

Power and light companies 
across the nation ran Reddy Kilo- 
watt advertisements in several hun- 
dred daily and weekly newspapers 
in their communities during Sep- 
tember and October, it was re- 
ported by Reddy News, an adver- 
tising publication of the electric 
industry. 

During the week of Oct. 9, 
theme of the ads was “Creeping 
Socialism,” considered timely in 
view of major campaigns in the 
same direction by other industries 
and professional associations. 


Executive Changes 


On Natchez Times 

NATCHEZ, Miss.—J. B. (Billy) 
Snider, long time Mississippi news. 
paper publisher, has been made 
editorial director of the Natchez 
Times. 


He has just won the $100 award 
for the best editorial on the Mis. © 
sissippi State Fair and has been | 
named a member of the advisory / 
committee for the school of jour. © 
nalism at the University of Missis- 
sippi. 

E. W. Mathews, formerly of © 
the Sharon (Pa.) Herald, who 
came to the Natchez Times as ad- 
vertising director, has been elec. © 
ted to the board of directors of 
the Natchez Times Co., and ap | 
pointed business manager. 

Morgan Williams, a graduate of 
Louisiana State University School | 
of Journalism has joined the ad- 
vertising staff of the Times. 

Albert Starr, formerly with the 
Natchez Democrat, is now with 
the Times as city circulation mana- 
ger. 
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Sughrue in New Post 


John J. Sughrue, associate edi- 
tor of the American Magazine 
since 1943, has become assistant 
to the advertising director of the 
Crowell-Collier Publishing Co. 
Prior to 1941 he worked for Paul 
Block & Associates. 
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CARRIED NATIONWIDE 
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America? 


See Pages 42, 43 
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Dress Institute 
Service Helps 
Style Reporting 


The New York Dress Institute, 
set up in 1941 to publicize the 
New York dress manufacturing 
industry, is, in effect, New York 
correspondent for numbers of 
hometown papers, according to 
Press Director Eleanor Lambert. 

One paper, which had run a 
30-day series on diet, wanted a fol- 
low-up series on how the leading 
designers thought the new, sleek 
figures should be packaged, Miss 
Lambert points out. A request to 
Miss Lambert—and presto, the 30- 
day, illustrated, byline series. All 
free, too. (It was exclusive in that 
town for the paper that made the 
request—was later offered to other 
papers. ) 

Inoffensive Credits 

Then when fashion editors go 
vacationing, they sometimes get 
fill-in material for that period from 
the Institute. Also, just mention a 
special fashion edition and the In- 
stitute provides reams of material. 
Sometimes newspapers’ special 


fashion sections are as much as 


90% Dress Institute-sourced. 


Dressed Women Poll; and distrib- 
uting mats to rural papers through 
Central Press Association. 


“Any editor who feels that the 
Dress Institute is just a publicity 
organization and not a service or- 
ganization to the papers doesn’t 
do us justice,” says Miss Lambert. 
“We supply advance information 
that could only be secured by edi- 
tors coming to New York once a 
month—and perhaps not even 
then.” 


The Institute, supported by dues 
from 1,300 dress manufacturers in 
New York City, operates on a 
budget of about $200,000 a year. 


San Leandro Weekly 
To Become A. M. Daily 


SaN LEANDRO, Calif. — The 
weekly San Leandro News-Ob- 
server will become a standard-size 
six-day morning daily, Nov. 1, it 
is announced by Abraham Kof- 
man, publisher. This will give 
Alameda County its only morning 
newspaper. The News - Observer 
will sell for seven cents a copy. 

William H. Cass, formerly of 
the Mill Valley (Calif.) Record, 
has been named business manager. 
The staff of 12 has been expanded 
to 30 and includes former Ouk- 
land Post-Enquirer staffers. 





14-Page Car Section 
All Text, Pictures 


Detroir — The Detroit Free 
Press published on Friday, Oct. 
20 a 14-page section for the Hud- 
son Motor Car Co. as part of 
an announcement of its new 
models. 

The section was entirely given 
over to pictures and text. Pur- 
chasers of space by suppliers of 
parts were confined to the use of 
pictorial display,. simulating edi- 
torial matter. The idea was con- 
ceived and sold by Elliott Shu- 
maker, general advertising mana- 
ger of the Free Press. 








One reason so much of the ma- | 


terial is used, Miss Lambert be- 
lives, is that the credit lines are 
not offensive. While photos have 
an Institute tag, only credit line 
in many stories is “New York col- 
lections” or “New York designers.” 

Twice-a-year Press Weeks when 
the Institute plays host to out-of- 
town fashion editors are high-spots 
in the organization’s year-round 


‘ service, Miss Lambert feels. For 


five days, the editors see collec- 
tions of the leading designers for 


forthcoming seasons. (The Insti- | 


tute pays railroad fares for edi- 
tors’ trips, no strings attached.) 

Press Week usually results in 
450-500 Dress Institute photos— 
12-15 per collection—and a release 
covering each collection. Compet- 
ing papers in the same town get 
different pictures. 

A Service Organization 

Other services to newspapers 
are: supplying eight color-spreads 
a year for papers that can use 
them; conducting the Annual Best 
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Key Trends Since 1900 
In New Truman Book 


By Prof. Roscoe Ellard 


Graduate School of Journalism, Columbia Univ., N. Y. 


THE MAN OF INDEPENDENCE. By 


Jonathan Daniels. Philadelphia: J. B 
Lippincott Company. 384 pp. $3.75 

ADMIRAL William D. Leahy later 
became one of Truman’s most de- 
voted advisers. But that day in 
1944, while Franklin Roosevelt's 
train headed west from Chicago. 
he put down his glass and looked 
at the President in apparent aston- 
ishment. For Mr. Roosevelt has 
just announced: 

“The vice presidential nominee 
in November will be Harry Tru- 


man.” 

“Who,” Admiral Leahy de- 
manded, pushing his glass‘ still 
further away—“Who the hell is 
Harry Truman?” 

A Rhetorical Question 
The question, observes Jona- 


than Daniels, was rhetorical. 
Everybody in Washington—and a 
good part of the reading public 
elsewhere—knew about the chair- 
man of the Truman Committee 
investigating national defense. But 
most of those in the know knew 
also that the Vice Presidency that 
year would mean the Presidency. 

The question had been asked 
before. In 1922, Mike Pender- 
gast, the Great Tom’s brother, had 
asked Truman: “How'd you like 
to be county judge?” 

“I don’t know,” Truman replied. 

Truman later decided he did. 
So he went to William M. South- 
ern, Jr., editor of the Independence 
Examiner and a Democratic power. 
Southern “abused him like a pick- 
pocket” to talk him out of politics: 
Constant need for popularity plays 
hob with character. Chronic cam- 
paigning is bad for a man. And 
Office-holding is hard on_ his 
family. 

But Truman’s zeal—-and persis- 
tence—shook Southern, and he 
promised to urge support from 
Nick Phelps, Pendergast’s lieuten- 
ant. Phelps put down his glass 
too and asked: “Who the hell is 
Harry Truman?” 

Excellent Reporting Job 

Well, to answer the question— 
and clarify social and political 
trends under seven Presidents— 
Jonathan Daniels, editor of the 
Raleigh (N. C.) News and Ob- 
server, has done an excellent re- 
porting job, and certainly a well- 
written one. His result, “The Man 
of Independence,” has for two 
weeks run on the non-fiction best- 
seller list. It also draws political 
and highly different interpretations. 

Daniels served Franklin Roose- 
velt as press secretary and later 
worked closely with Truman. He 
ison the advisory board of the 
©“ Economic Cooperation Adminis- 
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tration, and is a member of the 
Democratic National Committee. 
His earlier “A Southerner Discov- 
ers the South” and “Frontier on 
the Potomac” were also disting- 
uished reporting and well written. 


“The managing editor of the 
conservative Kansas City (Mo.) 
Star,” writes the author, “de- 


scribed the Truman who entered 
the White House as one who ‘has 
the instinctive conservatism in 
action of the Missouri-bred coun- 
trymen. He still has.” 

The ‘Cruelest Libel’ 

The cruelest libel in Truman’s 
whole story, Daniels declares, is 
the one about a frayed major of 
artillery who was put into politics 
by a corrupt political boss. For 
Missouri had known a lot about 
Truman, editor Daniels declares, 
a lot that was efficient and scru- 
pulously honest. As a county sup- 
ervisor, Truman directed the build- 
ing of millions of dollars’ worth 
of roads so well that the strongly 
anti-Pendergast Kansas City Star 
described his work as “a distinct 
achievement, extraordinarily effi- 
cient, and without a suspicion of 
graft in the entire program.” 

Just how free of graft this Tru- 
man was as head of the Pender- 
gast organization in Jackson coun- 
ty, the author points out this way: 

“In 1929, after Truman had let 
$6,500,000 in road contracts, a 
judgment by default for $8,944.78 
was entered against him for the 
old 1922 haberdashery debts. He 
had still not been able to pay it 
in July, 1934. That was particu- 
larly interesting in view of the 
fact that in October, 1929, and 
April, 1930, Jackson county took 
strips 100 feet wide for highways 
through the Truman home place. 
Truman declined to let the county 
pay for it!” 

Truman had far more political 
strength to offer the Pendergasts 
in Missouri, and “strictly honest 
political strength,” than the Pen- 
dergasts had to offer Truman, Mr. 
Daniels declares. The balance 
sheet of these assets he lists spe- 
cifically. 

Shift of Power Backgrounded 

The book ends with Truman’s 
dramatic election in 1948. It an- 
swers the “who-the-hell” query up 
to that time. The author makes 
no attempt to turn the President 
into a Tom Sawyer from Mark 
Twain’s Missouri. Nor does the 
book’s factual reporting leave 
standing the caricature of a haber- 
dasher, piano-player, and hench- 
man of a political gorilla. 
“Never.” the author charges of 


Truman lore, “has so little been 
so often rewritten by more men.” 

Jonathan Daniels however is an 
editor and writer of stature. This 
book, like his others, has much of 
the discerning historian in it. Quite 
beyond the field of political con- 
troversy, “The Man of Indepen- 
dence” unfolds as a_ clarifying 
tapestry of social first, then po- 
litical, history in America since 
1900. It picks out swirls and cur- 
rents in the time of Wilson, Hard- 
ing, Coolidge, Hoover and Roose- 
velt. It tells the story of city and 
county building, and the people. 
To borrow a line from the Kansas 
City Star, it backgrounds “the 
shift of power in America from 
the Hudson to the Missouri 
River.” 


Nebraska J-School Head 
Picks 6 Books for Editors 


THE SMALL city editorial writer 
is a pretty busy guy. Often he is 
a managing editor making up the 
front page. Or an editor-in-chief 
with business problems strewn on 
his desk. A recent survey of Ore- 
gon papers revealed only one full- 
time editorial writer, and _ that 
part-time writers had little or no 
opportunity for background read- 
ing. 

Bill Swindler of Nebraska Uni- 
versity’s School of Journalism 
turned up this week therefore 
with an annotated list of six books 
for harried writers. Admittedly 
incomplete, the list is sound and 
intelligently helpful: 

“China” by Harley F. MacNair, 
610 pp., $6.50, 1946, published by 
University of Californa Press, 
Berkeley; “The Western World 
and Japan” by Sir George Bailey 
Sansom, 504 pp., $6, 1950, Knopf, 
New York; “Soviet Russia in the 
Far East” by David J. Dallin, 398, 
pp., $5, 1948, and “The Rise of 
Russia in Asia” by Dallin, 293 
pp., $5, 1949, Yale University 
Press, New Haven, Conn.; “The 
Government and Politics of 
China” by Tuan-Sheng Ch’ien, 526 
pp.. $7.50, 1950, Harvard Univer- 
sity Press, Cambridge, Mass., and 
“Economic Survey of Asia and the 
Far East” by United Nations, a 
Statistical handbook, 289 pp., $3, 
1948, Columbia University Press, 
New York. 


Library Report Gives 
Readership Data 

Tue INnstiTuTE for Social Re. 
search of the University of Michi- 
gan in its recent study, “Public 
Use of the Library,” reported that 
17 out of 20 people 21 years or 
over read newspapers at least twice 
a week, compared with a score of 
almost 14 out of 20 who read 
magazines. 

Significantly, 97% of such peo- 
ple who have completed high 
school fell into the newspaper 
reading group while magazines 
got a score of 83%. Among col- 
lege people, 97% were newspaper 
readers and 91% magazine 
readers. 

Newspapers were read by 82% 
of all persons who had not com- 
pleted high school. This group 
rated 59% for magazines. 


New Boxcar Promises 
Reduced Paper Loss 


Shippers of newsprint were 
promised a sharp reduction in ship- 
ping costs by use of revolutionary 
new Unicel freight cars, introduced 
this week at a showing at the Wal- 
dorf-Astoria Hotel by the Pressed 
Steel Car Co. of Chicago. Made 
of lightweight, special strength 
woods, the cars are scientifically 
refrigerated with a “cold wall” 
method. 

“The paper industry, a_ large 
user of boxcar shipments, has al- 
ways been plagued by freight 
claims because of the high rate 
of damage in ordinary cars,” read 
a company statement. “To them, 
the new Unicel with its cleanli- 
ness, its smooth floor, its handy 
Unistrapping, and its easy loading 


facilities promises a sharp reduc- J 


tion in costs.” 
5 


Author Team 

SAN ANTONIO, Tex.—Sam Wool- 
ford, who retired recently from 
the Sunday editorship of the San 
Antonio Light, and his wife, Bess 
Woolford, former Light feature 


writer, are co-authors of a book, f 


“The San Antonio Story,” just 
published by Joske’s department 
store. 
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95 Papers Cited 
For Coverage of 
Civic Affairs 


Cuicaco — Twenty-five daily 
newspapers from eight States re- 
ceived “awards of merit” in the 
Local Government News Contest 
of the Inland Daily Press Asso- 
ciation, conducted by the School 
of Journalism of the University 
of Wisconsin. 

Certificates for “distinguished 
achievement” were presented to 
the winners by Prof. Ralph O. 
Nafziger, director of the school, 
at the Inland meeting here this 
week. 

No Over-All Winner 

As before, no over-all winner 
of the entire contest was named 
because of varying size of news- 
papers. All 25 winners were on 
display at the convention. Gov- 
ernment news was judged for 
quantity and quality of city and 
county coverage, for localizing of 
state and federal government news, 
and for background in spot news 
stories to educate readers in civic 
affairs. 

The merit awards were: 

Class A (below 5,000): First, 
Daily Jefferson County Union, Ft. 
Atkinson, Wis.; SECOND, Grand 
Haven (Mich.) Daily Tribune; 
Turp, Mexico (Mo.) Evening 
Ledger; HONORABLE MENTION, Ne- 
vada (Mo.) Daily Mail and Fair- 
field (la.) Daily Ledger. 

Class B (5,000-10,000): First, 
Shelbyville (Ind.) News; SECOND, 
Hillsdale (Mich.) Daily News; 
Turp, Wisconsin Rapids (Wis.) 
Daily Tribune; HONORABLE MEN- 
TION, Red Wing (Minn.) Daily 
Republican Eagle and Newton 
(la.) Daily News. 

Class C (10,000-25,000): First, 
Sheboygan (Wis.) Press; SECOND, 
Royal Oak (Mich.) Daily Trib- 
une; THIRD, Southern  Illinoisan 
Free Press, Carbondale, Ill.; Hon- 
ORABLE MENTION, Council Bluffs 
(la.) Nonpareil and Champaign- 
Urbana (Ill.) Courier. 

Class D (25,000-75,000): First, 
Canton (O.) Repository; SECOND, 


| Decatur (Ull.) Herald and Review; 


TuirD, Racine (Wis.) Journal- 
Times; HONORABLE MENTION, Mo- 
line (Ill.) Daily Dispatch and 
Gary (Ind.) Post-Tribune. 

Class E (above 75,000): First, 
Chicago Daily News; SECOND, 
South Bend (Ind.) Tribune; 
TaD, Detroit (Mich.) News; 
HONORABLE MENTION, Des Moines 
(Ia.)Register and St. Paul (Minn.) 
Dispatch. 


Second 100-Pager 


BUFFALO, N. Y.—The Buffalo 
Evening News on Oct. 18 pub- 
lished the second 100-page edition 
In its history. Six sections con- 
tamed 172 columns of reading 
matter and 628 columns of adver- 
tising. The News’ first 100-page 
edition, Dec. 14, 1949, carried 
177.5 columns of reading matter 
aS against 622.5 of advertising. 





News Event Sketch 
Featured in Paris 


Paris—A front page drawing 
illustrating a news event is an 
innovation introduced by L’Aurore, 
morning daily. 

Strips also are growing in popu- 
larity in French newspapers. The 
comic strip has been followed by 
the serial story strip, and that in 
turn by feature strips. 


South Bend Tribune 
Gets Missouri Award 


CHItcaGO—The South Bend 
(Ind.) Tribune received the second 
annual award of the Inland Daily 
Press Association for outstanding 
community service. The award was 
received by F. A. Miller, president 
and editor of the newspaper from 
Frank Luther Mott, dean of the 
School of Journalism of the Uni- 
versity of Missouri. 

Of the Tribune’s community 
service, Dean Mott said: 

“Since its founding in 1872 this 
newspaper has always possessed a 
high sense of civic responsibility. 
. . . Starting in the 1920s, when it 
fought the bigotry of the Ku Klux 
Klan almost single handed, the 
Tribune has been engaged almost 
constantly in programs to improve 
South Bend and unite its citizens 
in support of such campaigns.” 

* 








Grant Receives Award 
From U. of Minnesota 


Cuicaco—The fourth annual 
Minnesota Award for Distin- 
guished Service in Journalism was 
made to Harry J. Grant, chairman 
of the board of directors of the 
Milwaukee (Wis.) Journal. 

The award, made by the Uni- 
versity of Minnesota School of 
Journalism, was announced this 
week at the Fall meeting.of the 
Inland Daily Press Association by 
Dr. Ralph D. Casey, director of 
the school. 

“The award,” Dr. Casey said, 
“is made to Mr. Grant in recogni- 
tion of a long career of enduring 
achievement on the highest levels 
of journalism.” 
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Speaking of 
Ads... 


For quite a few years we have been 
publishing a monthly message in these 


columns. 


Our purpose has been to keep you in- 
formed of interesting developments in the 
food field; and to give you a picture of 
the policies and practices of the nation’s 


leading food distributor. 


Like all advertising, these messages are 
only worth-while if they appeal to the 


readers. 


In other words, they can only do a job 


for us if they interest you. 


We know that the men who edit and 
publish the nation’s newspapers aren’t 


letter writers. 


But we do want you to know that we 
would appreciate any comments you may 


have regarding our use of this space. 


A & P FOOD STORES 














JOURNALISM EDUCATION 





Schools Must Review 
Campus Guild Policies 


By Dwight Bentel 


JOURNALISM teachers may have 
to readjust their thinking about 
the “junior” guild. 

Editors are reporting experienc- 
es with Associate Guild graduates 
which involve the J-schools more 
than they have realized. 

J-school grads with associate 
Guild background are taking cock- 


eyed ideas onto their jobs, em- 
ployers say. 
When the American Newspa- 


per Guild began establishing chap- 
ters at various colleges and uni- 
Versities most journalism teachers 
took a quick look and decided 
their proper course lay in com- 
plete neutrality. 
Greater Responsibility 
Heads of one or two schools 
said they would encourage and as- 
sist the movement; several report- 
ed they would advise their stu- 
dents against it. One director ap- 
peared at a Guild convention and 
asked that they call off the asso- 
ciate membership program. 


Now, in the third year of junior 
Guild operation, comes testimony 
suggesting that the J-schools have 
greater responsibility in the mat- 
ter. 

Employers say campus Guild 
graduates, in some cases, are en- 
tering newspaper employment with 
such a badly unbalanced point of 
view toward management and their 
own work that it interferes with 
their doing the job they've been 
trained for. 

Expression of this experience 
found its way into the letters from 
editors solicited by Dwight Young, 
president of the American Society 
of Newspaper Editors, for read- 


ing at the journalism educators’ 
convention. (E&P, Sept. 30 page 
26). 


Reported an editor of a mid- 
western newspaper with a circula- 
tion of 150,000: 

Walked Off Job 


“I had one young fellow from 
a university who, on his first as- 
signment, walked off the job and 
checked out with the city desk, 
leaving the job incomplete. 

“Now mind you, we operate a 
Giuld shop. Our relationships are 
good and sound and we respect 
each other’s viewpoint. When we 
discovered this young chap had 
left us in the lurch our desk want- 
ed to know why. 

“The chap was straightforward 
about it. He wanted to check out 
on time. We wanted to know 
where this reasoning came from. 
His reply shocked even the most 
ardent guildsman. K was: ‘I guess 
indoctrination in school. We had 
an -undergraduate chapter and I 
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thought that when your time was 
up it was up.’” 

Schools Are Held to Blame 

This editor’s resentment is di- 
rected not at the junior Guild, 
but at the journalism schools. He 
makes it perfectly clear he doesn’t 
want any more journalism grad- 
uates. 

What then about the 
“hands - off - complete - neutral- 
ity” policy? And what about the 
schools’ training obligations to off- 
set this kind of thing? 

Says the editor of 


schools’ 


an Eastern 


newspaper, circulation 140,000: 
“Many schools of journalism 
have on the campus newspaper 


Guild associate chapters.” 

(Parenthetically, this is wrong, 
of course. The journalism schools 
don’t “have newspaper guild asso- 
ciate chapters on their campuses.” 
The Guild “has” them there, and 
the schools have nothing to do 
with it. But let the editor con- 
tinue): 

“I've run into some kids who 
come out of school already hating 
management, and not yet having 
worked for it. These kids have 
been sold on the idea (by their 
Guild friends) that they need to 
organize—and against what? 

“Against voracious publishers 
who seek to take advantage of 
their talents. How do they know 
the publishers are voracious? 
They’re told by the guildsmen. 

“Organization, they’re told, is 
necessary for self-protection. Well, 
when you organize for protection, 
it is Organization against an ene- 
my. In this case, the enemy be- 
comes the newspaper management. 

“I find youngsters who are not 
dry behind the ears suddenly be- 
coming union movement leaders. 
I have nothing against unions, and 
I have nothing against the Guild. 
But I do have a crow to pick 
with those kids who, right off the 
bat, and even before they have 
established themselves in their 
own right, become suspect of the 
management.” 

Policy Should Be Changed 

The youngster who goes out 
from a J-school thinking he quits 
when the clock strikes “five” even 
though his story’s unwritten, or 
enters his first job hating the man- 
agement which gave it to him, is 
badly trained regardless of what 
proficiencies he may have in other 
respects. 

And the schools cannot shrug 
off responsibility under a “com- 
plete neutrality” policy. If there 
is growing indication that their 
schools and their graduates are 
being injured by such a hands-off 


policy, 
policy. 
Says the editor of a 50,000 cir- 
culation midwestern newspaper: 
“I think the schools might well 
suggest to students that it would 
be wise to wait until they actually 
get into the newspaper business 
before getting too steamed up over 


they'll have to change that 


crusades to reform it. These 
campus newspaper guild groups 
seems a little premature to me. 


10 Freshmen Keep Families’ 
Journalism Tradition Alive 

MissouLa, Mont.— Ten mem- 
bers of the freshman class of 
Montana State University’s jour- 
nalism school are carrying on 
family journalistic tradition. They 
are sons, daughters, nieces and 
nephews of working journalists. 

Nancy Warden of Great Falls 
heads the list with three newspa- 
permen in the family. Her grand- 
father, O. S. Warden, is publisher 
of the Great Falls Tribune and 
Leader. Her father, Alexander S., 
is business manager of the Trib- 
une and her uncle, Robert, is 
managing editor. 

Susan Travis is the daughter of 
John F. M. Travis, publisher of 
the Havre Daily News. 

Jim Larcombe is the son of J. 
R. Larcombe, publisher of the 
Phillips County News. 

Lois Staudacher is a niece of 
Wesley Staudacher, publisher of 
the Paso Robles (Calif.) Journal. 

A former reporter for the Bis- 
marck (N. D.) Tribune is the 
mother of Freshman Mary Ellen 
Styles. 

Joe Burke is the 
Burke, a Las Vegas, 
paperman. 

Kaye Shults, Sunburst, Mont., is 
the niece of Dossie Shults, who 
publishes four dailies in North 
Dakota. 

Harry Jorgensen, Springfield, 
Ill., has an uncle, Elmer Hagler, 
who was a reporter on the Spring- 
field News-Record, and a brother- 
in-law, Michael Concheff, who 
does public relations work for the 
State of Illinois. 

Beth O’Hanlon and Fred Bar- 
clay both have uncles who are 
free-lance writers. 


son of Pat 
Nev., news- 


Fire Fails to Cramp 
Michigan U. Expansion 

DEsPITE a fire which destroyed 
University of Michigan journal- 
ism facilities four months ago, the 
department continues to operate 
on schedule according to Chair- 
man Wesley H. Maurer. 

The Michigan Journalist, de- 
partmental laboratory newspaper, 
will be published on the Michigan 
Daily’s new Goss rotary press. 
The Daily’s model composing 
room, with its Fairchild engraver, 
will provide a workshop for the 
practical study of various ma- 
chines, page make-up,’ typography, 
under the direction of Kenneth 
Chatters, Daily’s superintendent 
of printing. 

Three more practitioners, added 
the first semester, have increased 
the faculty to six full-time and 





five part-time members. They a 
Joseph E. Howell, for 13 yea, 
state capital reporter of the Tuly 
(Okla.) Tribune; John V. Fie 
former advisor to student pubj.? 
cations at Temple University; ayj 
Charles Haun, night city edity} 
of the Detroit Free Press. 
Other newspapermen in charg 
of classes at Michigan this seme} 
ter are Karl Zeisler, editorial Pag 













editor of the Monroe (Mich 
Evening News, teaching editorig 
writing; Lawrence Prakken, Du 


lisher of School Shop and Educ. 


tion Digest, in charge of mag. 
zine editing; and Arthur Ga. 
lagher, news editor of the Am 


Arbor (Mich.) News, in charge oj 
instruction in copyreading an 
editing. 


NEA Starts New Service 

NEA SERVICE is “going to col 
lege.” 

A letter to the J-schools frog 
Jack Gamble, NEA promotiq 
manager, announced “we are e 
tending our service to the jow 
nalism schools. We believe thy 
NEA service proof sheets, maileé 
daily both from New York an 
Cleveland, will be invaluable ip 
practical instruction in moden 
journalism.” 


Wisconsin Adds Two 

CHARLES E. HIGBIE, a recent 
graduate of the London School of 
Economics in England, where hk 
also completed a research projec 
on the British press at Nuffieli 
College of Oxford university, ha 
been added to the faculty of th 
school of journalism, University 
of Wisconsin. He will teach r 
porting, editing and communic:- 
tions media and public opinion. 

Malcolm MacLean, SJr., researc 
analyst at the University of Minn 
sota, is joining the faculty t 
teach photography and arrange re 
search projects. 

a 


108-Page Keystone 
WICHITA, Kan.—The Sunda 
edition of the Wichita Eagle fo 
Oct. 15 was a 108-pager calli 
the Keystone. e 
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CAMPAIGNS AND ACCOUNTS 





—— 


Ex-Sun Men 


For Weekly Freedom Ads 


illuminating everyday experiences | 


Two FORMER executives of the 
New York Sun, an adman and an 
artist, this week presented 52 full- 
page advertisements designed to 
interpret democracy in terms ot 
everyday experience rather than in 
economic cliches for use in news- 
papers around tke country. 

One newspaper in each city will 
be franchised to offer the ads for 
sponsorship by local advertisers. In 
New York City, the News and 
Times share the franchise. 





Participating newspapers will get 
mats from Harcon, Inc., a new 
corporation formed by Harold L. 
Goldman and Conrad J. Renner. 

Weir Wrote Copy 

Mr. Goldman is president; Mr. 
Renner is treasurer and Walter 
Weir, president of the New York 
ad agency bearing his name, is 
vicepresident. Copy was written 
by Mr. Weir and layouts designed 
by Peter Wade, an art director of 
the Weir agency. 

Both Mr. Goldman and Mr. 
Renner worked on the New York 
Sun until it was sold to the New 
York World-Telegram last Janu- 
ary. Mr. Goldman was the Sun’s 


ad director and Mr. Renner nation- | 


al advertising manager. 


“In organizing a plan of action,” | 


Mr. Renner said, “we approached 
the problem from a salesmanager’s 
viewpoint. We assessed past and 
present efforts and analyzed their 
Weaknesses. We saw that in order 
to sell the product ‘freedom and 
liberty’—which is the best that ex- 
ists in any part of the world, we 
must employ ideas and advertising 
on a continuing basis just as a 
business must do to successfully 
market its product.” 


Fortune Seen Smiling 
Unlike the “free enterprise” ads 


which Fortune magazine recently | 
found “not worth a damn,” Mr. | 


Renner noted that the Harcon se- 
ries plugs America through copy 
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Sell Mats 


involving freedoms—such as to 
trust the mailman, to move on 
moving day, which may ordinarily 
be taken for granted although they 
do not exist in many other parts 
of the world. 

So far, 10 newspapers have 
signed contracts for the campaign. 
They are the New York News, 
New York Times, Philadelphia 


(Pa.) Bulletin, Chicago (Ill.) Tri- | 


bune, San Francisco  (Calif.) 
Chronicle, St. Louis (Mo.) Globe- 
Democrat, Dallas (Tex.) Morning 
News, Cincinnati (O.) Enquirer, 
Portland (Ore.) Oregon Journal 
and the Salt Lake City (Utah) 
Deseret News. 

The cost to each newspaper is 
3% of the charge for 52 full pages 
at the open general rate, payable 
50% upon delivery of the first se- 
ries of 13 ads and the balance 


upon delivery of the remaining 39 | 


ads. 


Cat Week: Nov. 5-11 

NEWSPAPERS planning 
sections or pages for National Cat 
Week, Nov. 5-11, may obtain press 


materials, never before published, | 


from the American Feline Society, 
Inc., of New York. 


Glenmore in Pa. 


special | 


A series of full-page ads will go | 
into Pennsylvania newspapers for | 


Glenmore Distilleries Co. of Louis- 
ville, Ky., dedicated to the Penn- 
sylvania turnpike, the new Cone- 
maugh dam and to expanded rec- 
reational areas in the state. 


Co-ops for Anti-Freeze 
New U. S. I. Permanent and 


Super Pyro anti-freeze products of | 
U. S. Industrial Chemicals, Inc., | 


will be promoted through coopera- | 


tive advertising in newspapers in 
the company’s 35-state sales area. 
Mats will be available for local 
dealers. Geyer, Newell & Ganger 
is the agency. 





DOUGH 


RE ME! 


Want to know how to sell more 
linage to the million-dollar 


| newspaper spenders? 


See Pages 42, 43 

















You Can’t Build 
A Better Mousetrap! 


‘‘They’re not the best-looking 
boarders a man ever had,’’ Hack 
Turner said one day, “‘and they’ve 
got awful tempers. But I’ve found it 
pays to have ’em around.” 


Hack was talking about a family 
of barn owls, nesting in his silo this 
year. Some folks believe those little 
screechers kill chickens—and should 
be shot on sight. But Hack disagrees. 


“Up at State University they've 
studied barn owls for years—and never 
known one to eat a chicken. In fact, 
a daddy owl will clean up around 300 
mice a month. Farmers that kill barn 
owls are throwing away the best mouse- 
traps known to man!” 


From where I sit, when someone 
shows a prejudice against any group 
of animals or humans—it’s usually 
just based on misunderstanding. For 
instance, some folks are plumb intoler- 
ant about those of us who enjoy an 
occasional quiet glass of beer. Get to 
really know us and you’re liable to 
find we’re pretty good birds at that! 


Marsh 





Copyright, 1950, United States Brewers Foundation 


From where I sit 


by Joe Marsh 
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Weekly Fotogs Shine 
In N. J. Photo Contest 


By James L. Collings 


Lioyp P. BuRNs, executive sec- 
retary of the New Jersey Press As- 
sociation, was thumbing through 
the files, checking to see how many 
weekly photographers had won 
awards in the annual Better News- 
paper Contest of the NJPA. 

This year, he was reminded, 
C. H. Jorgensen of the weekly 
Ridgewood (N. J.) Herald-News 
won firsts in all three divisions of 
the photo section of the contest— 
spot news, sports and features. 

Was this consistent with past 
performances? Mr. Burns’ was 
asked. Was it just luck, or what? 

26 Out of 90 

“Well,” he replied, “the answer 
is here in the files, I think.” 

He then pointed out that over 
a 10-year period, or the length of 
time the contest has been con- 
ducted, weekly photographers have 
taken three firsts in spot news, 
four firsts in sports and one first 
in features; in seconds, nothing in 
spot, seven awards in sports and 
one in features; and in thirds, 
three placements in spot, two in 
sports and five in features. 

A little arithmetic brought the 
total to 26 awards out of a possi- 
ble 90. 

The impressiveness of this per- 
centage is lessened, however, when 
one considers there are 325 week- 
lies in the state, 257 of which are 
NJPA members; and only 27 dai- 
lies, 19 of which are members of 
the association. According to Mr. 
Burns, weeklies submit on the av- 
erage 40% of the pictures each 
year. 

Anyhow, he said, the quality of 
the prize-winning pictures through 
the years has been “extremely 
high.” And, he added, the winning 
ways of the weeklies have encour- 
aged other weekly publishers in 
New Jersey to get their own cam- 
eramen. 

“IT would say,” Mr. Burns con- 
tinued, “that the top 25 weeklies 
here are either ncw hiring staffers 
or will soon do so. The trend is 
definitely that way.” 

And now to the chief prize- 
winner himself, Mr. Jorgensen, 
whose spot-news winning picture is 
shown on this page. 

“I was home for lunch,” he re- 
called, “when I heard the fire en- 
gine go by. I jumped in my car, 
followed the siren and soon came 
to the scene of action. Seems this 
little boy had got his leg caught 
in a pipe. I shot the picture at 
400, open to 8, with a Press 40. 

“Since you ask me, I’d say that 
one of the main criticisms that 
could be directed at most of the 
entries this year was that the cen- 
ters of interest were too busy—the 
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backgrounds, in other words, were 
too cluttered. 

“Yes, I like the weekly field, to 
answer your second question. I’ve 
never worked on a daily, so I can’t 
make a comparison between a 
weekly and a daily, but I know one 
thing—on a weekly you can make 
much closer friends than the boys 
working in New York can, and it’s 
not so hectic. 

“Incidentally, you don’t happen 
to know of a job, do you? I’m 
leaving the Herald-News Novem- 
ber 1.” 


Bylined Photographer 

It’s SO SELDOM a photographer 
has a chance to write a bylined 
story, accompanied by a picture of 
himself, that perhaps it’s worth let- 
ting the guy do an encore here. 

This concerns Claude Brown of 
the Rochester (N. Y.) Times- 
Union. Mr. Brown took a picture 
of an elderly doctor. The Times- 
Union said it had received many 
letters from people who wanted to 
know how he made it. So the 
paper gave him the floor to an- 
swer the question. 

“As Dr. Mann (Horace J.) was 
interviewed,” the photographer 
wrote, “it became evident that he 
was a remarkable individual and 
had had an outstanding career. 
The more I listened to him, the 
more I realized the object was to 
get a picture which would express 
his character and, if possible, 
something of his 62 years of serv- 
ice as a doctor. 

“The office was the same he’d 
had for many years. It provided 
a natural background and gave an 
expression of horse and buggy 
days. His daughter had spoken of 
the saddle he still owned and went 
up to the attic to get the one used 
in the photo—a saddle Dr. Mann’s 
father had brought home after the 
Civil War. 

“As we talked along, Mr. Mann 
got out his old doctor’s kit and 
took out several instruments 
wrapped in cloth. Finally, he got 
out the forceps which he and his 
father had used in delivering more 
than 5,000 babies. He sat down 
in his chair, and his hands fell into 
a natural position holding the for- 
ceps. It was the pose he might 
have had in talking to a patient. 

“The office woodwork, the 
floors, old desk and chair, and the 
filing cabinet were dark. This con- 
tributed a great deal in bringing 
out Dr. Mann’s white hair and 
light beard. The idea, of course, 
was not to take anything away 
from the interest of his face, his 
hands, the clothing, the saddle and 
the forceps. ... .” 


c..& 
Jorgensen’s 
first prize 
picture in 

N. J. contest, 
titled 
“Just Plain 
Stuck.” 








Philadelphia Lensmen 
Contradict Collings 


To THE Epitor: We would like 
to take this oppertunity on behalf 
of the Press Photographers Associ- 
ation of Philadelphia to contradict, 
or, better still, to state that we be- 
lieve Mr. Collings has been mis- 
informed regarding the working 
conditions of “photogs” during the 
World Series coverage in Phila- 
delphia. (E&P, Oct. 14, p. 46.) 


Frank B. Johnston, chief pho- 
tographer of the Philadelphia In- 
quirer, was in charge of all pho- 
tographers, and I am certain that 
any accredited man was taken care 
of, be he syndicate, newspaper or 
magazine man. I am also quite 
sure that Frank Johnston is very 
conversant with the “biggest names 
in the business,” using your quotes. 
As to the chair situation, Charles 
Segar, Director ot Public Relations 
for the National League, suggested 
that long benches be installed in 
the photographer stands, but the 
idea was vetoed by all photogra- 
phers present at a meeting, includ- 
ing New York men, as they would 
be a handicap on big bertha set- 
ups. 

The splendid press setup in the 
Warwick Hotel after the games, 
both from the food and libation 
standpoint, made up somewhat for 
lack of sandwiches, etc. at the 
field. 

Bos HEss 

Vice-President 

Press Photographers 

Association of Philadelphia 
* * ok 

To THE Eprror: James L. Col- 
lings’ article on the facilities for 
photographers during the World 
Series games at Shibe Park, we 
feel, is unfair criticism of the ar- 
rangements made by the Phila- 
delphia lensmen. 

We can not quarrel with Mr. 
Collings’ right to report on the re- 
action of photographers to the 
World Series coverage, but the 
impression created by the anony- 
mous quotes in the story certainly 
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is a reflection on every hard-work- 
ing newspaper photographer in 
Philadelphia. 

Mr. Collings’ story seems to be 
based on one man’s complaint and 
a photographer who did not iden- 
tify himself. At that, the complaint 
about sandwiches and chairs seem 
petty for working-photographers, 

The writer handled the arrange- 
ments for photographers in coop- 
eration with Charles Segar, direc- 
tor of public relations for the Na- 
tional League, on the physical fa- 
cilities for photographers. 

I did not hear of one complaint 
on the arrangements we made for 
all photographers until the anony- 
mous ones mentioned in Mr. Col- 
lings’ story. 

Mr. Collings’ unidentified com- 
plainant seems to make a big issue 
over the lack of sandwiches. Most 
men provided their own food at 
the first game, but the manage- 
ment sent sandwiches up to pho- 
tographers’ stands at the second 
game. 

As a working photographer my- 
self for over 20 years, I was al- 
ways able to get my own food, 
and I think any working newspa- 
perman should be able to take care 
of himself in that respect. The im- 
portant thing is access to informa- 
tion and to events. The special 
stands at Shibe Park certainly met 
those requirements. 


I repeat. There were no com- 
plaints made to me about the ar- 
rangements at Shibe Park. In fact, 
I have received many letters, in- 
cluding those from the three major 
photo syndicates, and _ various 
newspapers throughout the coun- 
try, including New York, express- 
ing their appreciation for the co- 
operation given them. 

The Philadelphia Press Photog- 
raphers Association will do the 
same fine job on cooperating with 
all out of town Press Photogra- 
phers for the coming Army-Navy 
Game, Dec. 2. 

FRANK B. JOHNSTON 
Manager, Photo Department 
Philadelphia (Pa.) Inquirer 







































































Would you pay $160 
for the same market information 


you can get for a 5-dollar bill? 





You can get the latest Census information in one of 
two ways. 


just a compilation of latest Census information. The 
MARKET GUIDE contains more facts than any other 
single survey volume in the entire field of advertis- 
ing, selling, and market research. It tells you all you 
want to know about the population and homes of 
every county and daily newspaper city in the United 
States. It gives a complete picture of the retail set- 


You can hire a $40-a-week clerk for four weeks to dig 
up the dope by wading through dozens of assorted 
data books at the local library or office of the De- 
partment of Commerce. 
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Or... you can do it the easier, more reliable—and up in every daily newspaper city. 
work- 9er— r , . %. 
rin much cheaper a by getting Eprror & PUBLISHER'S Facts, facts, facts . . . you'll have them all at your 
1951 MARKET GUIDE. ) ) 


finger-tips whenever you need them. And need them 


















np $160 against $5. Take your pick. you will for a hundred different reasons. 
ns But the MARKET GUIDE is so very much more than Reserve your copy now .. . still at the old price of $5. 
plain 7 : 
seem 
ers, . ‘ : 
a Here Are Some of the Outstanding Here's How Leading Advertisers and 
coop- fi Features of the 1951 MARKET GUIDE Agencies Use the MARKET GUIDE 
direc- 1. All available “Preliminary” reports of county and . 
 Na- Key Market populations from the 1950 Census of To select markets for test campaigns. 
al fa- Population. P ’ ; z 
; ; To determine new locations for retail stores. 

plaint 2. All county and Key Market industrial employees and 
le for pee total wages from the 1947 Census of Manufac- To determine characteristics of various markets. 
nony- urers. ; 
. Col- 3. All county and Key Market retail outlet totals and To select markets by population. 

total retail sales from the 1948 Census of Business. : ‘ ‘ 
com- : To check buying power of various markets. 
pent 4. Detailed data on Individual Incomes in 1949, com- 
Most piled by Charles F. Schwartz, office of Business To estimate number of wage earners. 
an Economics, U. S. Chamber of Commerce. 
inage- f 5. Tables, charts, and maps vizualizing high spots of For a rapid look-see at a market. 
) pho- the above reports. Vital data at a glance. F — 
oneal : a , ‘or retail sales volume. 
ee 6. A new and revised listing of Key Markets (daily 
| newspaper cities) by size, based on the Preliminary To determine factory locations. 
adhe 1950 Census Reports showing the present figures, 
as al- 1940 figures for comparison, and the ABC. population 
food, figures for the City Zone. 
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an 7. A time-saving State Summary of Market 
he im —- showing relation of State to National 
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Flesh and Blood Stuff 
Needed in Firms’ PR Ads 


By T. S. Irvin 


THIS Is another pitch, by now 
familiar stuff in this space, for 
newspaper promotion departments 
to get busy selling companies in 
their territory the idea of run- 
ning really informative public re- 
lations advertising. 

We mean by that the kind of 


advertising that tells the public 
what it is that makes any com- 
pany tick. Because it’s what 


makes a company tick that, added 
up, makes America tick. And we 
want to keep America ticking. 

It has been pointed out by 
wiser heads than ours that one 
effective way to keep America 
ticking—and, importantly, to keep 
it ticking the American way—is 
to get more citizen money invest- 
ed in the companies that keep us 
ticking. 

Recently, as you can tell from 
the financial pages, and a little 
from the Stock Exchange adver- 
tising, there has been a trend of 
little investors into the market. 
It differs, happily, from _ the 
splurge of the late twenties. This 
time it seems a more solid trend 
of investing rather than specu- 
lating. 

But the trend is a slow one, and 
advertising by brokerage houses 
confined to the financial pages, 
however lively and clever, as 
much of it is getting to be, is not 
going to change the pace ma- 
terially. 

One thing that might change 
the pace, however, would be some 
really good public relations adver- 
tising by U. S. companies, the 
little ones as well as the big ones. 

The pitch here is timely be- 
cause, as the year moves toward 
its close, many companies begin 
to think of their annual reports. 
Before us right now is a large and 
handsome brochure issued by the 
New York Times to promote an- 
nual report business. The booklet, 
titled “There’s no business like 
your business,” consists principal- 
ly of reproductions of annual 
report advertisements that have 
appeared in the Times. 

Most of the ads in this booklet 
—and they are a fair sample of 
annual report advertising all over 
the country—are little more than 
dull financial statements. 

Surveys among __ stockholders, 
who are only part of the public 
but an interested part, indicate 
that they want more information 
than they are getting about a com- 
pany’s human relations, its pub- 
lic relations. They get plenty of 
figure stuff. They want more 
flesh and blood stuff. 

If companies are slow to under- 
take it, it is up to us to prod 
them’ into it. 
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Little, But Oh My... 

CAMDEN, NEw JERSEY, lies just 
over the river from Philadelphia, 
and the Courier-Post, as a conse- 
quence, has all the problems of 
the little-city paper fighting big- 
city paper competition right in its 
own back yara. 

But never for a moment think 
that this circumstance daunts that 
fireball Virginia Walton, the Cour- 
ier-Post’s promotion manager. 
Here she is with a fast-stepping 
and hard-hitting booklet selling 
the Courier-Post against any and 
all competition. It is titled, fit- 
tingly enough, “Talk about a good 
fight . . . here’s a David and Go- 
liath story.” 

The booklet tells a two-way 
story. It opens with an_ illustra- 
tion of editorial might, an appeal 
in the “Editor’s Mail Bag” for a 
child shut-in that produced 16,400 
responses—27% of the Courier- 
Post’s regular subscribers—within 
a week. 

Having delivered this _right- 
hand punch, it comes along with 
a series of strong lefts, seven 
pieces of evidence from advertis- 
ers of the Courier-Post’s adver- 
tising effectiveness. In every case, 
of course, the competition of the 
Philadelphia papers is taken into 
consideration—and the proof pro- 
vided that the Courier-Post de- 
livers the goods in its market. 


In the Bag 

THE word “proof” to an adver- 
tising man usually carried a con- 
notation of urgency, this is some- 
thing to read and move along. 
And it seems to work this way for 
the New York Mirror in a cur- 
rent mailing that comes in an 
envelope marked “Proof” from 
the Mirror. The “proof” is a 
reprint, although done in “proof” 
style, of a Buick dealer’s ad. 
Written on it, as though correc- 
tions, is a story of results—and 
they were good results. In addi- 
tion, there is a letter from the 
advertiser about these results. 

If you have been wondering, 
as lots of people have, what hap- 
pened after the New York World- 
Telegram and Sun resumed pub- 
lication after its unfortunate sus- 
pension, the Telly tells you in an 
excellent broadside “Bounces right 
back!” That’s what happened, all 
right, as the figures in this show 
—the paper bounced right back, 
both in advertising and in circu- 
lation. A good job. 

“How many of these prize- 
winning Post people do you read?” 
asks the Washington (D. C.) Post 
in a full-page ad that features the 
pictures of 24 prize-winning staff 
members. 











NO TEARS as Arthur B. McGin- 
ley, sports editor of the Hartford 
(Conn.) Times, lets Lt. Gov. Wil- 
liam T. Carroll light cigar after 
his election as president of the 
Crocodile Club. 
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Daily Air Delivery 

Tue Cheyenne Wyoming (Wyo.) 
State Tribune has launched a spe- 
cially-chartered airplane service, 
flying copies of the paper to sub- 
scribers in outlying towns daily. 
The service is hiking circulation. 


Writing Portfolios 

THE Stamford (Conn.) Advo- 
cate, afternoon daily, will provide 
writing portfolios for the first 
1,000 men in service from the 
Stamford area whose families ap- 
ply for the gifts. 


Night Zoo Pics 
WHEN the Salt Lake City (Utah) 
Deseret News photographer was 
assigned to get some “different” 
views at the zoo, A. D. Halliday 
decided to take a night trip to the 
zoo and take photographs of the 
animals asleep. His feature pic- 
tures were so unusual they made 
up a feature, “Nightime At The 
Zoo,” for which he was given a 
by-line and a spread. 
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Firms Win Awards 
For Newspaper Ads 


Awards for newspaper advertis- 
ing went to milk companies coast 
to coast in a competition at the 
Milk Industry Foundation Conven- 
tion in Atlantic City Oct. 16-18. 

In cities over 250,000, awards 
were given to Pevely Dairy, St. 
Louis, Mo.; Carnation Co., Los 
Angeles, and Borden’s Farm Prod- 
ucts, New York City, in that 
order. In cities under 250,000, 
first prize went to the Milk Coun- 
cil, Sheboygan, Wis.; second, to 
Virginia Dairy Co., Richmond, 
Va., and third, to Brock-Hall 
Dairy Co., Hamden, Conn. 

For by-product newspaper ad- 
vertising, Borden Co. of Chicago 
took first place; Ewing-Von All- 
men, Louisville, Ky., second, and 
Bowman Dairy Co., Chicago, 
third. 
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New Handbcok 
Describes U. 5S. 
Copyright Law 


A new handbook of copyright 7 
law is scheduled for publication 7 
Nov. 15 in the Legal Almanac 7 
Series. The author of “How to 
Secure Copyright—The Law of 
Literary Property” is Richard 
Wincor, New York copyright at. 
torney. 

The manual contains informa. 
tion helpful to those concerned | 
with newspaper copyrights. It 
points out that news or informa. 
tion itself may not be protected by 
copyright; only specific stories 
may be registered. In this respect, 
the decision of an Alabama court! 
is quoted: 

“It must be understood, how- 
ever, that where the information 
is accessible to others, there can 
be no ownership of the informa- | 
tion itself, but only of the me 
marial thereof — the collective 
form into which it has been cast 
by the labor of the claimant.” 

This same principle also applies 
to advertising or promotion ideas; 
they may not be considered prop- 
erty until they have been pro- 
duced in tangible form. 

Contrary to common belief, 
copies and registration forms need 
not be filed in Washington in or- 
der to secure a copyright. Under | 
U. S. law, the booklet points out, 
copies of a published work mus | 
merely include notice of copy- 
right in order to be _ protected. 
The proper form is: Copyright 
19 (year of publication) by (copy- 
right owner’s name). This notice 
should appear on the title page 
or its reverse side. The deposit of 
copies and registration forms is a 









prerequisite only to bringing a 
lawsuit. 
Mr. Wincor’s booklet contains 


a resume of foreign copyright 
regulations and of the United Ne 
tions Educational, Scientific and} 
Cultural Organization’s projected 
work in revising these. The full} 
text of the U. S. copyright code | 
is included in an appendix. ‘ 
“How to Secure Copyright” is 
published by Oceana Publications, | 
New York. Paper bound copies 
will cost $1, cloth bound $2. 
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Promotion Manager P 
Buys Pig for $1,062 ; 


St. PauL, Minn.—The Sr. Paul} 
Dispatch-Pioneer Press proved its 
interest in 4-H Club activities , 
last week with coin on the “hogs © 
head.” % 

Promotion Manager Randall § 
Sweeney silenced all competitor > 
with a bid of $3.85 a pound for” 
the grand champion barrow hog) 
at the auction here climaxing | 
Minnesota’s 4-H Club Juniorp) 
Livestock show. 

The bid cost the mewspapef, 
$1,062.60. The prize-winning 
porker weighed in at 276 pounds, 
on the hoof. 
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NEWSPAPER LAW 


Damages in Cancellation 


Of Advertising Contract 


By Albert Woodruff Gray, 
Member oi The Bar, Supreme Court of The United States 


AN OKLAHOMA advertising con- 
tract with the Potter County News 
provided for 4,000 column inches 
over a 12-month period at 20 
cents an inch. Should the adver- 
tiser fail to use that space for the 
period stipulated, the balance for 
the unused portion of the con- 
tracted advertising space of 4,000 
inches became due and payable 
on the last day of this advertising 
contract period. 

Shortly after the expiration of 
this contract year, the advertiser 
was sued by the publisher for this 
difference between the price of the 
contracted space and that actually 
used by the advertiser. 

Penalty Is Contended 

The advertiser interposed the 
defense that this amount claimed 
by the publisher was not properly 
damages but represented a penalty 
for which the law did not permit 
a recovery; that in the publication 
of this copy the publisher had in- 
curred no expense but only a loss 
of profit in a considerably less 
sum. 

In determining this controversy 
in relation to contract provisions 
for damages in such instances, the 
court said of stipulations fixing 
in advance the damages for a 
breach, that the most reasonable 
ground on which such clauses can 
be sustained is the difficulty of 
computing the actual damage. The 
Potter County News was a weekly 
publication of six to twelve pages, 
depending on the volume of the 
advertising. Its receipts from this 
source were subject to a charge 
for publication costs, investment, 
up-keep of machinery and equip- 
ment, material and labor. 

These facts, concluded the court 
sustaining the provisions here for 
damages in the cancellation of 
contracts for advertising, disclose 
the difficulty if not the impossibili- 
ty of ascertaining with any degree 
of certainty the amount of actual 
damage suffered by the publication 
through a breach of contract by 
an advertiser. 

Liquidated Damages 

A contract of this character in 
South Carolina provided that the 
advertiser furnish the publisher 
monthly copy over a year and 
that on the 15th of each month 
pay $49.75 for the advertising for 
that nonth. The contract also con- 
tained the provision that, “This 
agreement may be terminated by 
the advertiser upon notification 
by registered mail and upon pay- 
ment of all obligations then ac- 
cued together with the payment 
of 40% of the remaining monthly 
Payments as liquidated damages.” 


Advertising was carried for two 
months and the contract then can- 
celled. The publisher sued for 
$99.50, advertising charges for the 
first two months and an additional 
$199, 40% of the charges for the 
remaining 10 months of the year. 

This advertiser also contended 
in his defense that this provision 
did not represent liquidated dam- 
ages but an illegal and unenforce- 
able penalty. Holding this stipula- 
tion one for liquidated damages 
and enforceable, the South Caro- 
lina court said that the item of 
liquidated damages was made up 
of 20% paid on the 10 remaining 
issues, a 5% commission to the 
sales manager and art work, plates 
and other material of that sort 
and as such was recoverable from 
the advertiser. 


Increased Rate Upheld 


In a contract with the Daily 
Oklahoman and Oklahoma City 
Times, a local furniture store 
agreed in relation to advertising 
space in these publications, that, 
“In the event we commit a breach 
of this contract either by failing to 
use all the space contracted for or 
for failure to pay for said space as 
used, we agree to pay for the 
space actually used at the rate in 
effect for the same amount of 
space on the date of the execution 
of this agreement.” 

In the suit brought later by the 
publisher for the unused advertis- 
ing space this old and time worn 
defense that the stipulation was 
for a penalty and not liquidated 
damages was again interposed. 

Upholding the legality of this 
provision for an increased rate in 
payment of a smaller volume of 
advertising the Oklahoma court 
remarked that it would not be 
seriously contended that any one 
who has property to sell, such as 
advertising space in newspaper 
publications, cannot fix the prices 
or charges for which he will sell 
space and reject other prices or 
charges. 

These contracts, continued the 
court, are not contracts by which 
the amount of damages to be paid 
or other compensation to be met 
for a breach of an obligation, is 
determined in anticipation. They 
merely provide for rates of adver- 
tising space agreed upon by the 
parties fixing the price or charges 
therefor and are consequently 
valid and enforceable and do not 
impose penalties for non-perform- 
ance. 

Principle in AP Dues Case 


A celebrated case in California 
is an outstanding authority in rela- 
tion to liquidated damages for 
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their breach. The Oxnard Evening 
Press sought to withdraw from 
membership in the Associated 
Press. A bylaw of that organiza- 
tion provided for a notice of two 
years in the event of withdrawal 
and that the failure of any mem- 
ber to give this required two years 
written notice of a termination of 
membership, made the dues for 
the entire two years payable im- 
mediately. 

The dues were $36.35 a week. 
On May 16th the publisher wrote 
the Associated Press, “This is of- 
ficial notice for you to discontinue 
all future service as well as wire 
service as of Saturday, May 25th. 
It is also notice that my bank 
will not honor your draft after 
that date.” 

After the drafts for three suc- 
cessive weeks of dues were re- 
turned unpaid, the Associated 
Press declared the dues for the 
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two-year period, namely $3,780.40 
due and payable. 

Holding that this sum represent- 
ed liquidated damages properly 
recoverable by the Associated 
Press and not a penalty, the Fed- 
eral Court in California said, “It 
seems quite clear that a worldwide 
organization of the character of 
the Associated Press is not in a 
position by the very nature of its 
operations to rely upon a court to 
fix the damages at the time of the 
breach of its membership con- 
tract. Its news and feature serv- 
ices are not like flour bags. . . .” 

« 


By Popular Demand 
San Jose, Calif—Open house 
ceremonies drew such a crowd 
that the San Jose Mercury and 
San Jose News have decided on 
another—next year, when the pa- 
per observes its 100th birthday. 
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Miss Evelyn Z. Kolojay 
Editor and Publisher 
Times Tower, New York 


Dear Wiss Kolojay: 


would be profitable. 


ise 
i 
ou” 


PROFITS. 


Times Tower, 





Thank you for your letter of October 2. 


“e too think a steady classified advertising diet 
Enclosed is the signed contract. 


“e understand you will include our current four 
week ad in the lower rate. 


Ye'll let you know how the resronse is. 


uctober 16, 1950 


Sincerely yours, 


Don G. 
editor 


Yoore 














gore 


STEADY ADVERTISING 

in the CLASSIFIED SECTION 

of EDITOR & PUBLISHER is your 
assurance of STEADILY INCREASING 


See Today’s Classified Section for 
Rates — or Inquire of: 


EDITOR & PUBLISHER CLASSIFIED DEPT. 


New York 18, N. Y. 


Phone: BRyant 9-3052 
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Classified Linage Set 





New September Record 


CLASSIFIED ADVERTISING set a 
new high record for September 
linage, a total exceeded only three 
times in any month during the 
last 23 years, according to Media 
Records measurements in 52 cities 
going back as far as January, 
1928. 

Three other classifications: dis- 
play, department store and gener- 
al, also reached new highs for 
September linage. Automotive 
moved to a 21-year high and fi- 
nancial to a 19-year high for Sep- 
tember. Retail linage dropped be- 
low the comparable month last 


year but took second high Septem- 
ber place since 1928. 

Total advertising linage moved 
above 200,000,000 lines for Sep- 
tember for the first time on rec- 
ord. Total of all classifications for 
the year brought newspaper linage 
to 1,765,126,062 through the first 
three quarters, a gain of 5.6% 
compared with the corresponding 
period in 1949, 


The biggest gain, percentage- 
wise, compared with September, 
1949, showed up in the financial 


classification, up 19.4%. Next larg- 


est, 14.6%, was in classified. 





NEWSPAPER LINAGE—52 CITIES 
(Compiled by EDITOR & PUBLISHER from Media Records 


measurements. ) 






1950 1949 of E&P 
Linage Linage 1949 Index 
Total Advertising 
September... 207,305,104 197,857,675 104.8 128.8 
ee ee 186,523,531 170, 503, 964 109.4 122.6 
Year to Date 1,765,126,062 1,671,258,898 105.6 
Dispay 
September 161,417,256 157,808,068 102.3 124.4 
August pietane a 141,518,369 129,790,926 109.0 24.8 
Year to Date. - 1,384,213,971 1,303,896,143 106.2 
Classified 
September......... 45,887,848 40,049,607 114.6 118.0 
August............ 45,005,162 40,713,088 110.5 116.0 
Year to Date...... 380,912,091 367,362,755 103.7 ..... 
Retail 
September......... 117,828,515 118,065,880 99.8 122.3 
ee 105,286,707 97,415,502 108.1 123.2 
Year to Date...... 994,762,742 950,597,869 104.6 
Department Store 
September......... 46,068,066 45,102,342 102.1 129.5 
ee 40,431,470 38,024,653 106.3 122.3 
Year to Date...... 376,069,323 360,614,993 104.3 ..... 
General 
September......... 32,705,032 29,766,276 109.9 124.8 
nn Te 25,430,816 21,878,881 116.2 120.9 
Year to Date...... 279,158,553 256,338,776 108.9 
Automotive 
September......... 8,793,060 8,224,346 106.9 162.1 
__., SOR ere 8,968,953 8,887,229 100.9 156.3 
Year to Date...... 89,163,051 78,230,975 114.0 ..... 
Financial 
September......... 2,090,649 1,751,566 119.4 115.9 
ee 1,831,893 1,609,314 113.8 105.6 
Year to Date...... 21,129,625 18,728,523 112.8 ..... 





Advertising Service 
Will Offer Choice 


Stamps - Conhaim - Whitehead, 
Inc., has announced a new plan 
for its general newspaper adver- 
tising services to be inaugurated 
with the Winter Quarter (Decem- 
ber 1950) issue. Subscribing news- 
papers will henceforth have the 
choice of receiving 12 monthly 
plus four quarterly issues, or 12 
monthly issues providing both 
merchandise and géneral advertis- 
ing coverage. In eitheir case the 
same material will be provided. 
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Kansas Ad Group 
Elects Chilcott 


Emporia, Kan.—Fifty advertis- 
ing men and newspaper represen- 
tatives met here last week for the 
Fall meeting of the Kansas Daily 
Advertising Association. 

Milton Chilcott, Coffeyville 
Journal, was elected president to 
succeed Ted Smith, Fort Scott 
Tribune. Ridgeway Zelley, Atchi- 
son Globe, was elected vicepresi- 
dent, and Larry Miller, Kansas 
Press Association, was re-elected 
secretary-treasurer. 


s Sept. Linage in Principal Cities 


Compiled by Media Records 








AKRON, OHIO 
1950 _ 1949 
Beacon Journal-e... 2,161,735 2,134,320 
§Beacon Journal-S. 557 488 428,002 
Grand Total..... 2,7 719, 223 2 562,322 


§Includes PARADE 33 462 lines 
ews N. Y. 


Knickbkr News-e. 1,163,249 1,185,936 


Times Union-m : 732,002 744,913 
*Times Union-S.. .. 383,635 407,590 
Grand Total..... 2,278, 886 2,338,439 
*Includes AME RIC AN WEEKLY 
59,487 lines and COMIC WEEKLY 25,445 
lines. 

ALBUQUERQUE, N. M. 
Journal-m......... 993,119 828,411 
Journal-S.......... 202,857 164,127 
Tribune-e 953,674 $11,882 


Grand Total. . 2,149,650 1,804,420 
ATLANTA, GA. 


Constitution-m. ... 1,362,136 1,022,908 


*Constitution-S : 485,462 
Journal-e........ 1,959,354 1,769,337 
TJournal-S....... 757,187 600,402 
Grand Total... 4,078,677 38 878, 109 
*Includes AMERICAN WEEKLY 


59,487 lines. 
tincludes THIS WEEK 61,986 lines 
BALTIMORE, MD. 

424,800 


*American-S. . . 508,951 


News-Post-e. . 1,387,074 1,368,506 
Saw... cece 1,075,756 1,080,783 
a REECE 2,095,860 2,105,343 
TSun-S..... 906,569 869,184 

Grand Total 5,890,059 5s 932,767 


*Iucludes AME RICAN WE Ek 
59,487 lines and COMIC WEEKLY 
lines. 

tIncludes THIS WEEK 61,986 lines 

BA J. 





YONNE, 

Times-e ,508 431,532 
BINGHAMTON, 'N. J. 
Press-e....... ,082,877 1,088,979 
Press-S 199,190 191,457 
Sun-m 368,382 374,681 

1,650,449 1,655,117 


Grand Total.... 
BIRMINGHAM, ALA. 


Age-Herald-m 942,652 








News-e... 1,729,422 1,533,674 
tNews-S 715,305 600,039 
Post-e 

Post-Herald—m 1,181,484 


3,626,211 3,641,946 
News (S) formerly News & Age- 


Grand Total. . 
Norte: 
Herald (5S). 

tIncludes - soi WEEK 61,986 lines 
OSTON, MASS. 
. 761 974 


American-e. .. 
Record-m ‘ 
*Advertiser-S. .. 
Globe-e. . 
Globe-m 
Globe-S..... 
Herald-m. . 
tHerald-S 
Traveler-e.... 
Post-m... 
$Post-S 





344, 326 


Grand Total... .. 10, 447, 755 10,501,922 

Note: Globe (e) sold only in combina- 
tion with either (m) or (S) Globe. Traveler 
(e) sold only in combination with either (m) 
Herald or (S) Herald. American (e) sold 
only in combination with either (m) Record 
or (S) Advertiser. Post (m) sold in optional 
combination with (S) Post. 

*Includes AMERICAN WEEKLY 
_— lines and COMIC WEEKLY 25,445 
ines. 

tIncludes THIS WEEK 61,986 lines. 

§Includes PARADE 33,462 lines 

BUFFALO, N 








Courier Express-m. . 837,369 823,903 
*Courier Express-S . 718,890 668,522 
er 2,142,740 2,016,365 
Grand Total... .. 3,698,999 3,508,790 
*Includes AME RICAN WE EKL Y 
59,487 lines, 
CAMDEN, N. J. 
Courier-Post-e. nl ,366 1,034,854 
HICAGO, ILL. 
Tribune-m......... 2,513,167 2,501, 
Tribuse-S......... 1,188,163 1,224,139 
TDaily News-e..... 1,604,685 07,092 
Herald-American-e.. 939,107 965,896 
*Herald-American-S 455,517 340,061 
Sun-Times-d....... 1 018, 879 1,108,4' 
§Sun-Times-S...... 263,721 234,592 
Grand Total..... 7,983,239 8,081,193 
*Includes AMERICAN w EEKLY 


~~ ,487 lines and COMIC WEEKLY 25,445 
in 
Includes THIS WEEK 75,541 lines. 
§Includes PARADE 32 462 lines. 
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CINCINNATI, OHIO 
1950 1949 
Enquirer-m,....... 1,225,719 1,084.7 
*thLoquirer-S 968,024 5 08s 
Post-e.... 1,436,381 1,357 gy 
Times-Star-e. 1,559,144 1,440, 
Grand Total 5, 189,: 268 4,829 5% 
*Includes AMERICAN WEEKLY) 


59,487 lines. 
tincludes THIS WEEK 61,986 lines 
CLEVELAND, OHIO 


Plain Dealer-m 1,638,502 1,339.97; 
*7Plain Dealer-S... 1,146,631 1,051, sy 8) 
News-e........ 910,940 820,36 
Press-e 2,132,234 2 eld 
Grand Total..... 307 5,246 Ih neg 
*Includes AME RIC: AN WEEKLY} 
59,487 lines. " 


tincludes THIS WEEK 61,986 lines, 
COLUMBUS, OHIO 
Dispatch-e 1,605,616 1,508.77; 








Dispatch-S 782,317 682,32 
Citizen-e 676,959 645008 
Citizen-S.... ‘ 299,215 255,00 
Ohio State Jour.- -m 453.45 © 
Star-w 63,81 © 
Grand Total. . 4,044,283 3,638.08 
DALLAS, Tr.AAS J 

News-m . 1,964,457 1,690,348 

TNews-S cee bo 63138 

Times-Herald-e 2,2 2,078.2 
Times-Herald-S 12 613,24 ; 
Grand Total. 5,512,255 5,063,140 FF 


Tlncludes THIS WE LK 61,086 lines 
DAYTON, OH10 






Journal-m 1,388,785 1,189.0 
News-e 2,04 1,944,160 
News-5 539,873 476,00 F 
Grand Total .. 3,972,608 3,609," : 
DENVER, COLO. 4 
Rocky Mt. News-m. 900,143 840,25 
§Rocky Mt. News-S. 207 ,676 176% 
Post-e ‘ 1,639,302  1,582,16 
Post-S 434,401 414,37) q 
Grand Total. 181,522 3 3,013,680 


§lucludes P AR: {DE "Se 5 462 lines. 


DES MOINES, IOWA a 
j 635,46 





Register-in. 673,424 

Trivune-e oes 357,214 859,3% 

TRegister-S 537,128 436,24 : 
Grand Tota ,097, 766 1,981 1 


tIncludes T his WE 7 k 61 ,986 lines 
DtTROIT, MICH. 





Free Press-m 1,235,087 1,166,168 
§Free Press-S...... 361,307 = 341,88 
News-e....... 2,348,532 2,360, 
TNews-S. . es 794,954 729,80 
rrr 1,292,628 1,255,% 
i 392,101 393,78 
Grand Total... .. 6,424, 609 6,247 2.5 
*Includes AMERIC AN WEEAL) 


59,487 lines and COMIC WEEKLY 25, 
lines. 
tIincludes THIS WEEK 61,986 lines. 
§Includes PARADE 33,462 lines. 


DULUTH, MINN. 





eS eee 826,171 796,38 
News-Tribune-m. .. 560,644 533, 
News-Tribune-S.... 373,557 349,70 
Grand Total... .. 1,760,372 1,679,487 
EL PASO, TEXAS i 
979,970 921,01 
419,398 323,36 
Herald-Post-e 1,005,716 945,48 
srand Total..... 405, (405,084 2,189; 4 
§Includes PARADE: 33, 462 lines. 
ERIE, PA. ~ 
Dispatch-Herald-d. . 754,846 7 89,04 
§Dispatch-Herald-S. 309,903 _ 309,72 
MG Scavesdews 1,176,273 1,084,8 
py ree 193,720 1838 
Grand Total..... 2,434,742 2,367.40 


§Includes PARADE 33,462 lines. 
EVANSVILLE, , IND. 


Courier-m......... 1,247,761 1,214,8 
PHUNS, ..«.0ccee> 1,220, 1,229,48 
Courier & Press-S... 347,939 352.0! 
Grand Total. .... 2,816,588 2,796, 
FORT WAYNE, IND. | FF 

ournal Gazette-m.. 897,804 723,70 
Journal Gazette-S. | 441,779 _ 530,# 
News Sentinel-e.... 1,468,495 1,380.0 


Grand Total... .. 2,808,078 2 6348 
§Includes PARADE 33, 462 lines. 


(Continued on next page) 


































Star-Telegram-m . . . 703,598 

















Star-Telegram-e 1,405,072 
Star. Telegram-S 490,723 
Press-e 753,199 
1949 Grand Total 3,352,592 
0847 ms  FRESNO, CALIF. 
) - 206,797 
357 ed ‘3: 36,660 
Grand Total i, 543 457 
G. Po 
Post-Tribune-e 454,254 
LENS FALLS. N. Y. 








Post-Star (see Note) 546,100 
Note: Post-Star (m) sold in 
tion with Times (e). 







FORT WORTH, TEXAS 
1950 1 


949 
582,900 

1,298,585 
445,041 
791,251 


3,117,777 


1,163,023 
361,136 


1,524,159 
1,332,732 


613,160 


combina- 


L ay of one edition, 


1,139,890 
192,451 


1,332,341 


Post-Star (m) only is giv 

HA RRISBURG, PA. 
> : Patriot-m 1,177,346 
ae = s§Patriot-News-S 215,267 
5 een ah 
oe ; Grand Total 1,392,613 

—— Nore: News (e) carries same amount of 

lines advertising as (m) Patriot 


S) first edition Sept. 18, 1949. 
§Includes PARADE 
HA 





Patriot-News 


33,462 lines 
N. 


aoe,” N 
Courant-m 615,902 607,490 
§Courant-S. . 562,803 475,298 
Times-e 1,7 741,788 1, 640, 579 
63,81; Grand Total..... 2,920, 493 2 723, 367 
ea §Includes PARADE 34,389 lines. 
3,638 ,80 F HEMPSTEAD-TOWN, N. Y. 
4 Nassau Review & 
1,690,346 FF Star-e 559,615 584,376 
681 Newsday- -e . (Suffolk 
cy, ie errr 922,081 829,918 
613.20 vn Sl -€ . (Nassau 
: Ed.)... 1,388,333 1,252,770 
5,063.14 page 


lines. fe Grand Total... 2,870, 029 2,667 064 
4 HOBOKEN, N. J. 
1,189, Jersey Observer-e. 589,756 628,739 
‘unl HOUSTON, TEXAS 
7 "= Chronicle-e : 2,271,818 2,233,899 
(0,00 Chronicle-S 746.544 763.047 
3e0omm Post-m. . 1,520,167 1,419,887 
ne §Post-S 521.110 543.437 
S Press-e 946,169 908,555 
840.25 ome amie ‘i 
176% Grand Total..... 6,005,808 5,868,825 
1,582,160 {Includes PARADE 40,832 lines. 
414,37 INDIANAPOLIS, IND. 





i: News-e 1,812,738 
3,013,585 = Star-m 1,832,206 
es 5 tStar-S 861,253 
MO ceccscces 1,275,569 

635,48 fTimes-S........ 454,158 
859,39 7 i 
486,26 Grand Total. . 235, 9: 24 











tIncludes T His WEE E K 61,986 lines. 


1,550,317 
1,686,769 
660,915 





5,24 1, 464 











1,981,186 {Includes PARADE 33,462 lines. 
ines JACKSONVILLE, FLA. 
Times Union-m 1,255,927 1,148,491 
ani {Times Union-S.... 379,843 346,299 

erty Journal-e....... 921,450 879,003 

360 2 Grand Total..... 2,557,220 2,373,793 

oseas fincudes PARADE 33, 462 2 lines 

1,255,9 JERSEY CITY. 

393,78 Jersey Journal-e. cael 791,388 
ae JOHNSTOWN, PA. 

6,247, 8 Tribune (see Note). 1,102,399 1,124,784 
W EEKL Nore: Tribune (e) sold in combination 
LY 25,4 with Democrat (m). tae of one edition, 

: Tribune (e) only is sho 
6 lines . KANSAS CITY, ‘MISSOURI 
es. a. SSS 433,138 
| eas i re 
796,38 _ eee 3 330,375 sakandun 
a — 
en Grand Total... .. 3,500,253 ...... 
aa KNOXVILLE, TENN. 

1.67947 Journal-m......... 555,931 31,706 

ai Journal-S Neate 232,899 213" 261 

ar Ser an 764,534 767,984 
921,00 News-Sentinel-S. _ 236,613 235,761 
323,48 ——_- 
9458 Grand Total. . 89,9 7 J 1,848,712 
aa LONG BEACH rete aL 

2,189,8 tndependent- an §23 79% 
nes. Independent-S..... 203, t67 

all woe e. 1,021,682 
‘ess -S. 7 
730,08 elegram-S. . si 350,00 ,007 veeee 
309,78 Grand Total..... 2,399, 249 
1,084, {Includes PAR ADE 33,462 lines 
183, ; LOS ANGELES, CALIF. 

——_ Examiner-m....... 1,544,844 1,474,429 

2,367.4 Examiner-S eer 767,247 722,536 
nes imes-m 2,338,273 2,114,658 
t TTimes-S 954,868 852,259 
214 a 4 Express-« €. 1,286,238 1,300,592 
lien Sens 969,273 863,435 
. "959,01 —_ i trivat acxuecek 2,871 809,640 

—— Grand Total... .. 8,663,614 7,549 
} 2,796,8 “Includes AMERICAN wi i EEL Y 
>. nk sg lines and COMIC WEEKLY 24,808 

723, 
; 500 tincludes THIS WEEK 64,062 lines. 
; 13809 .. _ LOUISVILLE, K 
Courier Journal-m.. 1,064,208 1,489,040 
3 2 pourier Journal-S 350,743 580,755 
&. Rac aoe nc 1,282,806 1,562,282 
page) Grand Total... .. 2,697,757 


MEMPHIS, TENN. 
1950 1949 
Commerc’! Appeal-m 1,736,684 1,635,939 
tCommerc’lAppeal-S 598,115 600,332 


Press-Scimitar-e.... 1,087,656 1,096,554 





Grand Total. . 3,422,455 3,332,825 


tincludes THIS WEEK 61,986 lines. 

MERIDEN, CONN. 

Record-m ia 461,417 583,478 

MIAMI, FLA. 

Herald-m. . . 1,921,189 1,845, pe 

*Herald-S 549,756 342 ! 

News-e 945,711 

tNews-S 333,417 








Grand Total..... 3, 750, 07 3 3, 564,627 

*Includes AMERIC AN WEEKLY 
59,487 lines 

tIncludes THIS WEEK 61,986 lines 

eee a Is. 

Sentinel-m. . ‘ 957 736,628 
*Sentinel-S 304" 370 332,049 
Journal-e 2,853,13 ey 380 
tjJournal-S 1. 102, 765 75,062 


5,243,424 24 4, 598, ~ 
tKL 


Grand Total. .... 
AME RIC AN WE 


*Includes 





59,487 lines and COMIC WEEKLY 25, tas 
lines 
tIncludes THIS WEEK 61,986 lines. 
~eameetiens ¢ MINN. 
Tribune-m......... 333,451 1,117,845 
| RE oe 2 17. 174 1,816,019 
tTribune-S........ 800,944 737,767 
Grand Total .. 4,251,569 3 671 ,631 
tincludes THIS WEEK 61,986 lines. 
MODESTO, CALIF. 
Kee-e re Tee ry 013 756,863 
MONTREAL, = 
Star-e 6,831 1,924,201 
Standard-S oer ,022 137,122 
Gazette-m.... 725,832 744,115 
La Presse-e ° ’ 06% 
La Patrie-e 2 


La Patrie-S 
Herald-e 

Grand Total. . 5,911,326 5,643,407 
MUNCIE, pnw 


Press-e 8,124 739,605 
Star-m S13 2,289 722,046 
Star-S 212/320 207 ,652 





1,822,733 


Grand Total. . 1,669,303 
wecnetiens TENN. 
Banner-e....... 333,993 1,300,447 
Tennessean-m. . i 381. 326 1,311,522 
Tennessean-S 501,465 476,650 


Grand Total... .. 3, 216, 784 3,088,619 
NEW HAVEN, yp 
392 





Journal Courier-m. 973 407 676 
Register-e......... ,297 "382 1,378,455 
Register-S. . 336,018 281,726 


Grand Total..... 2,026,873 2,067,857 


NEW ORLEANS, 





Times-Picayune-m. 2,150,470 1,942,938 
tTimes-Picayune & 

Pere 743,834 760,975 
Re 1,149,531 1,169,378 
re ear 
Gs aVcscewans 1,114,792 943 394 

Grand Total. 5,370,709 4,816,685 


*Includes 

59,487 lines. 

tIncludes THIS WEEK 61,986 lines 
NEW a KK ¥. 


AMERICAN WEEKLY 





|. aa 635,557 1,622,494 
, OY ee 1’ ‘576,471 1,473,293 
Herald-Tribune-m 894, 448 874,038 
tHerald-Tribune-S. . 2,236 852,159 
#News-m.. a 2,053 842 
#News-S 927 366 
Ug eres 658,697 
Mirror-S 241,460 
Journal- American-e 975,117 
*Journal-American-S 400,964 
0 SSS 990,618 
Post-S 121,244 
Sun-e 811,374 
World-T clegram & & 

Sun-e ; . 1,154,839 987,554 
Eagle-e 727,824 758,315 
Eagle-S 202,535 224,609 


Grand Total ae 13,290,583 13,973,144 

*Includes AMERICAN «WEEKLY 
59,528 lines and COMIC WEEK LY 25,445 
lines. 

tIncludes THIS WEEK 61,476 lines 

#Includes SPLIT-RUN 414,145 
in (m) and 187,866 linesin S). 

NIAGARA FALLS, N. Y. 

Gazette-e 1,026,987 1,035,962 


OAKLAND, —_ F. 


lines 





Post-Enquirer-e. ... 8,143 749,570 
Tribune-e......... 1, 707 083 1,559,042 
§Tribune-S........ 514,111 445,155 
Grand Total..... 2,249,337 2,753,767 
Note: Post-Enquirer ceased publica- 


tion with edition of Sept. 1, 1950. 


3, 632 332 ,077 §Includes PARADE 44,302 lines. 
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OKLAHOMA CITY, OKLA. 
1950 


1949 
Oklahoman-m 


972,503 901,049 
Oklahoman-S 389,521 384,043 
ee ae 1,035,816 940,952 





2,397,840 2,226,044 

OMAHA, NEBR. 
WwW — — ald (see 
No 


1,174,459 1, 7 
9,431 


WwW orld: Herald: _ 557,991 








Grand Total 17 732, 450 1,692, 
_ Note: World-Herald sold in combina- 
tion (m) and (e). Linage of only one edi- 
tion, (e) is shown. 


PASADENA, oe: 


Star-News-e....... 816,538 771,091 
Star-News-S..... 247221 230,363 
Grand Total... 1, 063, 759 1,001,454 
hei PAWTUCKFT, I. 
Times-e......... 1 ‘ated 34: 3 1,036,999 
ranean, ILL. 
Journal-e. . . ; 1,336,946 1,272,567 
§Journal-Star-S 433,460 358,465 
Star-m (see Note) mae satan 
Grand Total..... 1,770,406 1,631,032 


Nore: Peoria St ar (m) linage is same as 
Journal (e) lina 


§Includes P AR. ADE 33,462 lines 
PHILADELPHIA, PA. 
116,084 


Evening Bulletin-e.. 2,1 2,206,707 





*+Bulletin-S 487, 219 423,795 
Inquirer-m 1,879,581 1,892,359 
Inquirer-S 1,068,967 1,105,568 
News-e.... 427,140 452,413 
Grand Total 5,978,9 91 6,080,842 
*Includes AMERICAN WEEKLY 
58,487 lines. 


TIncludes THIS WEEK 61,986 lines 
PITTSBURGH, PA. 
917,861 





1,717,667 
645,243 
1,085,589 


+Press- sad 
Sun-Telegr: aph- -e 


*Sun-Telegraph-S 511,281 502,206 
Grand Total..... 4,877,641 4,755,387 
*Includes AMERICAN WEFKLY 


—— lines and COMIC WEEKLY 25,445 
ines. 
tincludes THIS WEEK 61,986 lines. 
PORTLAND, ORF. 


Oregonian-m.... 1,259,795 1,292,298 
*Oregonian-S 503,594 487 ,942 
Journal-e 1,199,955 = 1,288,260 
+Journal-S 350,016 301.389 
Grand Total . 8,295,270 3,369,889 
*Includes AMERICAN WEEKLY 
63,384 lines 


Ptucadies THIS WEEK 64,062 lines 
POUGHKEEPSI™, N. yY. 


New YVorker-e. 643,661 
New Yorker-S 147,232 
Grand Total... .. 790,893 ree a 
PROVIDENCY, R. I. 
Bulletin-e ... 1,764,985 1,752,757 
Journal-m 699,162 720,066 
tJournal-S..... _ 507, 933 472,607 








Grand Tota 971 1,180 2 955.4 430 
tIncludes T HIS WE - K 61,986 lines. 


QUINCY, MASS. 


Patriot Ledger-e.. .. 642,887 671,112 

. READING, PA. 

Eagle (see Note) 1,073,333 1,104,264 

HagieS........ 197,182 187,987 
Grand Total. . 1,270,515 1,292,251 
Norte: Eagle (e) and Times (m) sold in 

combination. Linage of one edition, Eagle 


(e) only is shown. 


RICHMOND, VA. 





News Leader-e..... 1,486,431 1,542,603 
Times-Dispatch-m 1,190,097 1,138,652 
Times-Dispatch-S 583,961 634,199 

Grand Total..... 3,260,489 3,315,454 

_— By 

Times-m.......... 87,884 755,207 
; ee Hts 301,956 
World-News-e...... 766,890 789,604 

Grand Total..... 1,843,823 1,846,767 

ROCHESTER, N. Y. 

Democrat & 

Chronicle-m . 1,467,771 1,359,813 
tDemocrat & 

Chronicle-S...... 586,408 560,176 
Times-Union-e. .... 1,544,175 1,545,842 





Grand Total 598,354 3,465,831 
tIncludes THIS W ERR 61,986 tines 


ROCKFORD, ILL. 





Register-Republic-e. 1,349,519 1,288,002 
Serre 874,314 898,283 
ee eee ee 463,428 350,039 

Grand Total... .. 2,687,261 2,536,324 


ST. LOUIS, MO. 
1950 


y 
Globe-Democrat-m . 934,821 930, 248 
tGlobe-Democrat-S. 563,167 497 986 
Post-Dispatch-e.... 1,722,522 1, 631. '980 
§$Post-Dispatch-S. .. 904,146 858,021 
Star-Times-e....... 1 ,077, 161 1,015,454 
Grand Total. é 201, 817 4, 933, 3689 





tIncludes THIS WEEK 61,986 lines. 
§Includes PARADE 31,072 lines 
ST. PAUL, MINN. 



















































































Pioneer Press-m.... 1,050,193 995,820 
$Pioneer Press-S. 710,616 678,391 
Dispatch-e 1,439,396 1,419,169 
Grand Total | 200, 205 3, 093, 380 
§Includes PARADE 33,462 lines. 
eee CALIF. 
Bee-e a .. 1,615,178 1,630,081 
Union-m 509,389 540,907 
Union-S. . 207,927 190,630 
Grand Total. . 2,332,494 2,361,618 
SAN ANTONIO, TEXAS 
**Express-m .. 1,259,146 1,014,419 
Express-S 516,603 478,803 
*OTNews-€......... 1,593,629 1,473,258 
Light-e....... 1,188,540 1,192,939 
*Light-S 405,942 429,858 
Grand Total..... 4,963,260 4,589,277 


All Valley Advertising Included: 

(**) EXPRESS (m)—This Year 155,108. 
Last Year 60,181. 

(***) NEWS (e) —_ “This Y ear 142,332. 


*Includes AMERIC AN 


59,487 lines and COMIC WEEKL Y 25 445 
lines. 

SAN DIEGO, A 
Cs waceadaes 28,742 975,102 
§Union-S. .. 469, 259 390,305 
Tribune-Sun-e 1,426,937 1,255,405 
Journal-e....... naan 608,875 


Grand Total..... 3,024,938 3,229,687 
§Includes PARADE 33,462 lines 
SAN me s CALE 





Chronicle-m 1,324 928,130 
tChronicle-S....... 531° 105 
Examiner-m....... 1,286,133 
*Examiner-S...... 597,805 
Call-Bulletin-e. 794,764 
eee 840, 546 

Grand Total..... 4,93 931,6 4,695,982 


*Includes AMERIC AN 7 WRERLY 
64,384 lines and COMIC WEEKLY 24,808 
lines. 

tIncludes THIS WEEK 64,062 lines. 

HENECTADY, N. Y. 








Gazette-m..... 1,070,584 1,190,852 
Union Star-e. . 972,594 1,032,934 
Grand Total. ... . 2,043,178 2,223,786 
a PA. 
Tribune-m. : 608,289 638,398 
§Scrantonian- Ss. 307,547 243,958 
eee 1,067,924 1,105,936 
Grand Total... 1,983,760 1,988,292 


§Includes PARADE 33,462 lines. 
SEATTLE, WASH. 





Post-Intelligencer-m 1,042,291 947,575 
*Post-Intelligencer-S 434,530 433,754 
2) eer 1,564,689 1,556,395 
-. ae 512,588 449,206 
Grand Total..... 3,554,098 3,386,930 
*Includes AMERICAN w PERELY 











63,384 lines and COMIC WEEKLY 24,808 
lines. 

SIOUX premade’ IOWA 
Journal-Tribune-e. 810,681 879,790 
Journal-S.......... 256,491 252,597 

Grand Total..... 1,067,172 1,132,387 

SOUTH BEND, IND. 
Tribune-e......... 1,269,438 1,265,935 
THE 5. < cicca ce 360,405 360,322 

Grand Total..... 1,62 29 843 1,626,257 

SPOKANE, WASH. 

Spokesman- 

Review-m 734,482 709,328 
tSpokesman- 

Review-S........ 546,981 519,966 
Chronicle-e. . . 1,013,190 1,012,233 

Grand Total... .. 294,653 2,241,527 


tIncludes THIS WEEK 64, 062 lines. 


eer CALIF. 
ery p & rane 


SYRACUSE, N. Y. 
1, 172, 819 1,771,243 





Herald-Journal-e. 

*§$Herald Amer.-S. . "657,449 519, 748 

Post Standard-m... 928/039 856,992 

Post Standard-S.... 262,415 263,864 
Grand Total..... 3,520,722 3,411,847 
*Includes AMERICAN WEEKLY 


59,487 lines and COMIC WEEKLY 25,445 


es. 
§Includes PARADE 33,462 lines. 
(Continued on next page) 
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TACOMA, WASH. 
1950 





1949 
News-Tribune-e.... 1,199,909 1,219,681 
News-Tribune-S.... 350,655 314,095 
Grand Total..... 1,550,564 1,533,776 
eee OHIO 
‘Times-m , 104,666 579,139 
0 See : '8: 25,428 1,894,247 
NG os cre saws 724,440 564,027 
Grand Total..... 3,654,534 3,037,413 
TORONTO, CANADA 
Globe & Mail-m.... 1,122,839 1,138,001 
Telegram-e........ 1,791,136 1,782,902 
POOR ccscssuuenes 2 ,311,446 2,204,302 
NEN ds sawaaen sis "151, 340 104,864 





5,376,761 5,230,069 


TRENTON, N. J. 


Grand Total..... 


Evening Times-e 1,125,317 1,214,973 

‘Times-Advertiser-S 185,499 162,073 

Trentonian-m...... 464,513 462,914 

Grand Total..... 1,775,329 1,839,960 
TROY, N. Y. 

Record (see Note).. 1,056,984 1,098,843 


Note: Record (m) sold in combination 
with Times-Record (e). Linage of one edi- 
tion, Record (m) only is given. 


TULSA, OKLA. 


WbUMe-C ... ... 00.0 1,443,768 1,348,104 
hs eee 1,290,107 1,124,919 
Te 529,092 438,857 

Grand Total..... 3,262,967 2,911,880 

UNION CITY, N. J. 
Hudson Dispatch-m 650,815 641,619 
UTICA, N. Y. 

Observer Dispatch-e 915,223 922,235 
Observer Dispatch-S 207 ,167 201,293 
Pe ee 999,360 979,164 





Grand Total..... 2,121,750 2,102,692 
WASHINGTON, D 


‘Times-Herald-d.... 1,587,541 1,447,263 
388,612 42 


*Times-Herald-S, . . 388,6 20,244 
News-e............ 972,624 986,839 
a, ae 1,454,122 1,455,265 
§Post-S........... 546,917 88, 
EERE EEE Bees 2,382,738 2,514,416 
See 780,235 704,540 
Grand Total..... 8,082,789 8,017,450 
*Includes AMERICAN WEEKLY 


i ,487 lines and COMIC WEEKLY 25,445 
‘ines. 
tIncludes THIS WEEK 61,986 lines. 
§Includes PARADE 33,462 lines. 


WATERBURY, CONN. 


Republican-m...... 84,647 804,805 

Republican-S...... 266,965 283/251 

American-e........ 973,895 1 025,45 21 
Grand Total..... 5,507 2 113 3, 477 7 

WESTCHESTER COUNTY MACY 
UP 
Mamaroneck Times-e 375,086 358,662 
Mt. Vernon Argus-e 744,987 735,305 


New Rochelle 
Standard Star-e. . 


783,029 807,724 
Ossining Citizen 


Register-e....... 399,929 370,588 
Peekskill Star-e... . 374,453 352,050 
Port Chester Item-e 620,410 677,004 
Tarrytown News-e. 433,898 427,873 
Yonkers Herald 

Statesman-e 648,943 712,638 


White Plains Repor- 





ter-Dispatch-e. 825,852 949,391 
Grand Total..... 5,206,587 5,391,235 35 
WICHITA, KANSAS 
Beacom-e.......... 1 083 59 1,080,230 
Beacon-S........ 345,367 
Eagle-m......... 350/670 814,693 
Eagle-e 796,728 779,779 
SHagieS.......... 355,956 428,849 
Grand Total 3,494,658 3,448,918 


§Includes PARADE 33,462 lines, 


WORCESTER, MASS. 


Telegram-S........ 398,306 386,924 
elegram-m .. 1,001,470 1,021,559 
Gazette & Post-e... 1,111,171 1,117,204 
Grand Total... 2,510,947 2,525,687 


YOUNGSTOWN, OHIO 

Vi eg Tele- 
hh ae athide we 1,253,688 1,304,723 
585,355 411,472 


Grand Total..... 1,819,043 1,716,195 
§Includes PARADE 33, 462 lines. 
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Figures Supplied by Publishers 


BATTLE CREEK, MICH. ROCK ISLAND-MOLINE, ILL. 
1950 194: 1950 


1949 


























Enquirer and News-e 850,150 926,716 Dispatch-e 1,031,254 982,989 
Enquirerand News-S 206,052 192,346 Argus-e........... 947,601 909,944 
Grand Total..... 1,056,202 1,119,062 Grand Total..... 1,978,855 1,892,933 
DAVENPORT. IOWA ' SALISBURY, N. C. 
1 179,738 1,146,102 Post-e............. aa ee 
Democrat-e........ 7 2'946 95,214 POiséivernssees iss, 986 174,076 
e a <ialmiacnay- --seuaiaaaaiagie 
aaticnianins 284,956 270,508 ana Total... 655,648 . 627,522 
Grand Total..... 2,257,640 2,211,874 SUPERIOR, WISC ai 
Telegram-e........ 569,312 
Press-Caz eEEN BAYS, WIS- 1 199,059 TEXAS QUALITY NEWSPAPERS, INC. 
Abilene 
Times-m. ae weg Hog 1.238.519 Reporter-News-m... 633,402 577,836 
Star-e...... 1/411,192 1,291,975 Reporter-News-e 603,708 568,876 
Star-S..... vs ve - : 810318  789'733 Reporter-News-S... 426,160 337,078 
Grand Total..... 3,533,719 3,320,227 Grand Total..... 1,663,270 1,483,790 
LAFAYETTE, LA. hee rege 
Advertiser-e : 566,474 532,798 Herald-e 306,740 297,430 
SS Serre rer 180,670 124,852 
_ . .,. MADISON, WIS. sceesatan “seigtibaal 
Capital Times-e.... 755,573. 805,154. Grand Total..... 487,410 422,282 
Wis. State Jour.-m.. 823,333 804,958 
Wis. State Jour.-S. . 375,746 331,485 Corpus Corton 
. — eg  _ SEerirtee 17,788 
Grand Total..... 1,954,652 1,941,597 ‘Times-e........... r O78, 438 
MANITOWOC, , WIS Caller-Times-S..... 286,188 
Herald-Times-e.... 706,244 597,744 Grand Total..... 2,479,414 2,305,464 
Es ALA. — 
es 785,582 718,172 Herald-e.......... 282,100 311,010 
Advertiser-S. 3 * | 282054 254,506 Herald-S.......... 122, = 





Ser ra eee ~ 405,020 2,246 
1,835,372 1,675,198 Grand Total 405,020 44 5 





Grand Total..... 

NEW BEDFORD, Marshall 7 
ROM they ee — 880.390 News Messenger-e. . 304,318 290,780 
Standard-Times-S. 353, 952 37,256 News Messenger-S. 183,358 151,816 

Grand Total..... 1,2 201, 92 20 1 017, 646 Grand Total..... 487 676 ~ 442, 596 

§Includes PARADE 33,282 2 lines. . 

Paris 
PASSAIC, bond J. Lo Sere eee p 309,540 387,352 
Herald-News-e..... 185 946,132 News-S....-..---. 127,414 148,246 
RIO GRANDE VALLEY GROUP ° —_-  --— 

Brownsville Herald-e 356,076 248,346 Grand Total..... 436,954 535,598 
Brownsville Herald-S 134,064 122,024 
Harlingen Star-m... 387,828 322°112 San Angelo 
Harlingen Star-S 152,670 143,318 Standard-m........ 718,102 674,338 
McAllen Monitor-e. 344,414 350,294 ‘Times-e........... 670,838 664,734 
McAllen Monitor-S. 146,832 155,316 Standard-Times-S 281,862 256,998 

Grand Total..... 1,521,884 1,341,410 Grand Total..... 1,670,802 1,596,070 


Figures Suppied by Advertising Linage Service 


BLUEFIELD, W. VA. JAMESTOWN, N. Y. 
1950 1950 























1949 1949 
Telegraph-m (see Post-Journal-e..... 859,904 831,591 
acc, PORES 445,703 413,678 
Telegraph-S 118,666 144,504 LAWRENCE, MASS. 
‘Tribune-e = Note) 775,101 835,702 
Grand Total..... 564,369 558,182 Nore: ribune (e) sold in combination 
_ Note: Telegraph (m) soldimcombina- with Eagle (m). 
tion with Sunset News (e). OCK, ARK. 
CHARLE: , W. VA. LITTLE R 
Cena ates seins Bini. 6.2200 1,167,593 1,037,310 
Gazette-S..... 121. 251,906 241,884 Gazette-S......... 315,932 311,627 
Mail-e.......1111! 8227922 823'369 + Democrat-e........ 960,476 859,607 
“Ors ia ipteebr ees 177.282 202:778 Democrat-S........ 230,415 252,178 
Grand Total..... 2,211,274 2,223,503 Grand Total..... 2,614,416 2,460,722 
a os N. C. 
Observer-m........ 1,470,421 1,270,179 Sune —— SS 713,091 
Observer-S. 443,658 “459,305 SunS..1..12111)) 150,613 102,219 
News-€..........4. 1,083,254 952,842 Telegram-S........ 105,470 118,289 
Grand Total..... 2,997,333 2,682,326 Grand Total..... 908,666 933,599 
COLUMBIA, S. C. 
PO, cack enanure 811,045 784,663 LYNN, MASS. 
State-S... 304,245 oF eee 593,748 623,617 
Serer ee 750,102 779 '303 Telegram-News-e... 464,784 495,100 
Telegram-News-S.. . 105,276 92,410 
Grand Total..... 1,865,392 1,885,850 es = 
ELIZABETH, N. J. Grand Total... .. 1,163,808 1,211,127 
Journal-e 1,023,443 1,140,796 
EU GENE, ORE. waar; tae 
Register-Guard-e 870,374 970,843 Independent-S..... 219264 
Register-Guard-S... 212,599 215,559 . oe oe 

















a ‘ee Tk c 2A C 71¢ 
Grand Total..... 1,082,973 11 186.4 “402 Grand Total..... 1,036,905 1,069,7 19 
FOND DU LAC, WIS. PATERSON, N. J. 
Commonwealth- NN sk ievinia <'onKac 973,110 927,138 
oa * -e.. 4,004 623,791 News-e............ 1,114,368 1,198,299 
GRAND RAPIDS, MICH. —_-  —_———— 
ES 9,900 1,917,762 Grand Total..... 2,087,478 2,125,437 
: HAMMOND, “IND 
Times-e paneuun 50,717 842,796 ee LA. 
re one, 890 227,304 Journal-e.......... 1,032,827 1,028,676 
- Times-m . Rienes 1,623 882,669 
Grand Total.... 1,110,607 1,070,100 ‘Times-S........... 324.446 332,524 
HAVERHILL, MASS. - - _— 
ree ‘479, 635 564,705 Grand Total..... 2,218,896 2,243,869 
JACKSON, MISS. 
Clarion-Ledger-m.. . 775,142 756,784 WILKES-BARRE, PA. 
Clarion-Ledger-S. .. 243,518 236,277 Record-m......... 779,688 819,617 
Daily News-e...... 770,711 709,328 ‘Times-Leader-e.... 1,121,743 1 165,564 
Daily News-S...... 225,982 238,501 Independent-S..... 216,043 243,225 








Grand Total..... 2,015,353 1,940,890 Grand Total..... 2,117,474 2,228,406 
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Suburb Shops 
Will Need Ads 
To Pull Buyers 


BOSTON Development of 
suburban shopping centers presents 
a future market for newspaper 
advertising, Houston J. Rawls, 
president of Suburban Centers 
Trust of Boston, told the New 
England Newspaper Advertising 
Executives Association this week. 

“As the trend to organize cen- 
tral retail districts in suburban 
areas is following the population | 
shifts and the automobile custo. 
mer, the merchants must pull buy- 
ers every day to fill the parking 
areas that are planned for peak 
loads,” Mr. Rawls said. “By 
greater use of newspaper adver- 
tising and promotion, the retailers 
can extend the customer area,” 

During discussion, the point was 
made that newspapers can con. | 
tribute to getting customers to the 
stores by campaigning for im- | 
proved traffic direction. 

The association elected John J. | 
Broughan, Greenfield (Mass.) Re- 
corder-Gazette, president; Francis 
P. Buckley, Waterbury (Conn.) 
Republican - American, _ vicepresi- 
dent; John P. S. Doherty, Law. 
rence (Mass.) Eagle Tribune, sec- 
retary; and Wilfred B. Utter, 
Westerly (R. 1.) Sun, Joseph F. 
Weyand, Hartford (Conn.) Times, 
and James Dugan, Springfield | 
(Mass.) Newspapers, directors. 
Andrew J. Pease, Bangor (Me.) 
Daily News, retiring _ president, 
also became a director. 

James A. Doherty, classified ad- 
vertising manager, Providence | 
Journal and Evening Bulletin, said 
censorship of classified copy to 
prevent misleading, offensive, or 
controversial phrasing will help 
build-a following in a community. 

Liberalizing of credit and charg- 
ing telephoned advertisements 
brought a greater volume of busi- 
ness, yet his paper suffered losses 
of less than half of one percent, 
he said. 

A third of the member papers 
indicated that they had a special 
rate for churches, fraternal orders, | 
and community chests. Announce 
ments of fairs, suppers, and other | 
forms of entertainment to produce | 
revenue are charged the amuse | 
ment rate, those papers reported. 

The majority of papers reported | 
that they had increased national | 
and local rates. ® 


; Sheahan Detroit 
Market Surveyed 


Detroitr—An analysis of the | 
circulation growth and coveragt | 
in the suburban areas of the De 5 
troit market is now afforded a¢ 7 
vertisers in a home coverage study © 
published by the Promotion an) 
Research Depariment of the Def 
troit News. ae 

The survey describes which 
homes the Detroit newspapers 
reach and how their distributiot 
coincides with the expanding shop 
ping areas. 
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SNPA Convention 


continued from page 5 








mand for paper, and particularly 
in the South, where newspaper 
growth has been unusually 
marked.” ; 
He expressed a “personal opin- 
jon” that “it should be the policy 
of this association to encourage 
our two existing mills, in which 
we have much interest, financial 
and otherwise, to add more ma- 
chines. We should not, I believe, 
as an association, sponsor new 


mills until and if Coosa and 
Southland demonstrate their in- 
ability or unwillingness to in- 


crease their production to match 
our growth. In any event, we 
must and shall have more news- 
print production in the South.” 

The newsprint committee also 
recommended ‘a permanent com- 
mittee to be composed of several 
representatives of the manufac- 
turers and several representatives 
of consumers to study mutual 
problems and develop better un- 
derstanding between the two 
groups.” 

Manpower Shortage 

Tom Tanner, SNPA labor com- 
missioner, reported that a man- 
power shortage already exists in 
the mechanical departments of 
many newspapers because of the 
draft and the drain to critical in- 
dustries producing war material. 

Mr. Tanner said “the majority 
of wage increases granted by daily 
newspapers during the last two 
years to employes working under 
union contracts cannot be justified 
on the basis of economic changes.” 
He acknowledged that since Feb- 
ruary, 1950, the general eco- 
nomic trend including the cost of 
living index has been upward, 
“but the August 15 living cost in- 
dex (latest available as the re- 
port was written) is still slightly 
below the index for Aug. 15, 
1948. 

“Thus even the employe who 
has not received wage increases 
during the past two years has 
been better off at all times than 
he was in September, 1948, and 
any wage scale fairly established 
on the basis of the cost of living 
as of September, 1948, was still 
a fair wage scale on Aug. 15, 
1950,” Mr. Tanner stated. 

“Unions are now demanding 
extreme wage increases on the 
theory that run-away inflation is 
imminent. Wage increases based 
on that theory are not justifiable, 
because the President has power 
to control commodity »rices, and 
it Is not conceivable that he will 
permit prices to rise sufficiently 
‘o impair the purchasing power 
of the workers’ wages,” Mr. Tan- 
ner concluded. 

Licensing Assailed 

The legislative committee head- 
ed by M. R. Ashworth, Columbus 
(Ga.) Ledger - Enquirer, warned 
the publishers against the “pos- 
sibly vicious practices of munici- 
Palities licensing newspapers and 


the acquiescence of publishers in 
this licensing.” 

“If a municipality has the 
power to grant the privilege or 
license to print a newspaper by 
granting a license and this power 
is acknowledged by publishers, 
municipalities are also assuming 
the power of denying the right to 
publication and this is, by virtue 
of no or only spotty protest, be- 
ing accepted,” the committee 
warned. 





Inland Convention 
continued from page 5 





most unheard of for a firm to 
raise prices just before it nego- 
tiates a labor contract. 

“I believe there would have 
been no increase in newsprint 
price at the present time, and 
the increase might have been 
smaller when it came, had the 
Canadians not feared price con- 
trols and rationing would be 
clamped on newsprint after our 
November elections.” 

No Need for Rationing 

Mr. Schurz asserted there is no 
justification for the rationing of 
newsprint at the present time. 
“Despite extensive inquiry we 
have not found one distress case,” 
he said. 

He pointed out the Inland of- 
fice had written to each state 
press association in the Midwest, 
asking about supplies. 

“We received information that 
one jobber was planning to cut 
the allotment to his newspaper 
clients,” he reported. “An Inland 
member has investigated the case 
and we believe now all newspa- 
pers supplied by this jobber will 
receive the same amount of news- 
print in 1951 that they received 
this year. 

Can Solve Own Problems 


“A recent Inland survey showed 
that 96.3% of all newspapers re- 
porting have contracts or already 
have oral pledges covering their 
newsprint supply for 1951. 

“When rationing was lifted four 
years ago, it was the national, 
regional and state newspaper as- 
sociations and not any govern- 
ment agencies that helped the 
newspaper in distress. We can 
solve our problems now if Con- 
gress will stop fruitless investiga- 
tions and if the government will 
assure us that newsprint will not 
be rationed.” 

How short of newsprint will In- 
land newspapers be next year? 
To find the answer, Inland sent a 
questionnaire to all its members. 
To date 197 newspapers have re- 
plied and slightly less than half 
have indicated that they will need 
more newsprint in 1951 than they 
have under contract. While the 
need for extra tonnage is general, 
only a few said they would re- 
quire a large amount. In all, In- 
land members will want about 
3.14% more tonnage, Mr. Schurz 
related. 

Many publishers, through closer 
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editing of news and careful check 
on newsprint waste, can get along 
with their present supply,” he add- 
ed. “Others can use more quarter 
rolls. Many can further cut their 
roll widths.” 

Rising costs are more acute for 
newspaper publishers than was 
the case during the last war, Oscar 
S. Stauffer, Topeka (Kan.) State 
Journal, retiring Inland president, 
stated. 

“The problem of making ends 
meet becomes a real challenge,” 
he said. 

Ferris New President 

Clifford G. Ferris, editor and 
general manager, Rhinelander 
(Wis.) News, was elected Inland 
president, 
succeeding Mr. 
Stauffer, who be- 
comes chairman 
of the board. 

E. J. Kahler, 
Sioux Falls 
(S. D.) Argus 
Leader, was 
named vicepresi- 
dent; William 
F. Canfield, In- 
land manager, 
was re-elected 
secretary- treasurer. 





Elected 
the board were Joseph K. Vodrey, 


to 


Canton (O.) 
Bixby, Jr., Springfield (Mo.) 
Newspapers; Fred M. Pownall, 
Iowa City (la.) lowan; and E. E. 
Hanway, Casper (Wyo.) Tribune- 
Herald, Byron Vedder, Cham- 
paign-Urbana (Ill.) Courier, was 
elected secretary of the Board. 

Edward Lindsay, Decatur (Ill.) 
Herald & Review, chairman of 
Inland’s news-editorial committee, 
said it was the opinion of an 
American Society of Newspaper 
Editors’ committee that any fu- 
ture government censorship should 
follow the pattern established 
during World War II. 

Inland members adopted a res- 
olution to that effect. 

Tells Production Story 

John Barron, LaSalle  (Ill.) 
News-Tribune, newly-elected pres- 
ident of the Illinois Newspaper 
Mechanical Conference, presented 
an illustrated talk on shortcuts, 
gadgets and plant layout ideas 
that make composing room opera- 
tions easy and thus cut down 


Repository; Tams 


production costs. (E&P, Oct. 14, 
page 91). 

He told of the latest wrinkle 
devised by the News-Tribune 


mechanical department in hand- 
ling plastic plates. He said his pa- 
per has found that an ordinary 
paper cutter works well for cut- 
ting such plates and _ thereby 
avoiding the dulling of composing 
room saws. He also introduced 
an electrically-heated pencil, used 
for burning designs in wood, with 
a specially-ground tip for cutting 
mortices. 
Hits Movie Censorship 

Eric Johnston, president of the 
Motion Picture Association of 
America, appealed to Inland 
members that the screen, like the 
press, should have the inalienable 
right of free expression and not 
be subject to “blue-pencil” free- 
dom under movie censorship laws. 

“We think that if people can 
be trusted to read what they like, 
and to say what they like, they 
can also be trusted in their choice 
of films or in radio stations on 
the dial,” said Mr. Johnston. 

Dr. Rudolf Flesch, Associated 
Press consultant, discussed read- 
ability in news writing, pointing 
out that while noteworthy strides 
have been made in that category, 
there is still room for improve- 
ment on editorial pages. 

Electric Engravers Popular 

At roundtable sessions, Robert 
M. White II, Mexico, (Mo.) 
Ledger, chairman of the group 
under 10,000 circulation, report- 
ed the Ledger has had good re- 
sults with the Fairchild engraver. 

James W. Wilson, Carroll (la.) 
Times-Herald, told of cutting pro- 
duction costs through the use of 
Teletypesetters and of better pic- 
ture reproduction as a result of 
changing from 65 to 85-line screen 
with the Fairchild engraver. 

In the 10 to 20,000 group, Wil- 
liam E. Payne, Wausau (Wis.) 
Record-Herald, told how Teletype- 
setters had reduced overtime 
90%. 

F. W.. Brinkerhoff, Pittsburg 
(Kans.) Headlight and Sun, de- 
scribed the five-paper Teletypeset- 
ter network in Southeast Kansas. 
Such a service saves on wire 
charges, he stated. 

R. R. O’Brien, Council Bluffs 
(la.) Nonpareil, said his paper 
has two Fairchild engravers which 
have reduced engraving costs 
about 25%. The Nonpareil has 
dispensed with its chemical en- 
graving plant, he said. Engravings 
are pasted directly on the cylin- 
der plates. 





A TRIO of Inland past presidents chat with the Secretary-Emeritus: 

Left to right—JS Gray, Monroe (Mich.) News; Don Anderson, Madi- 

son (Wis.) State Journal; John L. Meyer, long-time Inland Secretary, 
and Tom Keene, Elkhart (Ind.) Truth. 
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@bituary 


CLIFFORD S. RAYMOND, 74, for- 
mer chief editorial writer of the 
Chicago Tribune, who retired in 
1942 after 44 years of service 
with the newspaper, Oct. 21. 

CLIFFORD HEINMAN, 62, for 18 
years a news editor for the To- 
ledo (O.) Times, Oct. 24. He 
formerly served on the old Butler 
(Pa.) Times, of which his father 
was editor and publisher; the 
Pittsburgh (Pa.) Gazette - Times, 
Cleveland (O.) Press and the old 
Toledo News-Bee. 

WALTER SCOTT (SKIPPER) 
MERIWETHER, 89, dean of Mis- 
sissippi newspapermen who wrote 
the first story of Spain’s blame 
for the sinking of the Maine in 
Havana Harbor, at Charleston, 
Miss., where he retired in 1945 af- 
ter 25 years as editor and publisher 
of the Mississippi Sun, Oct. 19. 

RENN B. PuHarr, 70, co-pub- 
lisher with his brother, W. E. 
PHARR, for the last 45 years of 
the North Wilkesboro (N. C.) 
Hustler, Oct. 20. 

ESMOND J. PHELPS, 62, counsel 
for and a member of the board 
of directors of the New Orleans 
(La.) Times-Picayune, Oct. 18. His 
late father, ASHTON PHELPS, was 
the company’s first president. 

BENJAMIN MILNER BLACKBURN, 
93, who served on the Aflanta 
(Ga.) Constitution under HENRY 
W. Grapby and who later founded 
and edited two of Atlanta’s early 
dailies, the Atlanta Herald and 
the Atlanta Commercial, Oct. 17. 

JAMES O. WHITTEMORE, 84, 
state editor of the Bangor (Me.) 
Daily News for 40 years and a 
correspondent and conductor of 
an editorial page feature in the 
Boston (Mass.) Sunday Globe 
for the same period, in Boston, 
Oct: 22. 





HENRY G. LOGAN, 62, State 
House correspondent for the 
Springfield (Mass.) Newspapers, 


with which he was connected for 
40 years, Oct. 21. 

Marcet Hutin, 81, for many 
years political editor and director 
of the pre-war Parisian newspa- 
per Echo de Paris, arrested by 
the Nazis during the war, Oct. 20. 

CLARENCE MELVIN Purpy, 90, 
who joined the Baltimore (Md.) 
Evening Sun as city editor in 
1910 when the paper was founded 
and who retired in 1945 as as- 
sistant financial editor, Oct. 24. 
He formerly had been a reporter 
for the Cleveland (O.) Plain 
Dealer and managing editor of 
the old Baltimore World. 

WILLIAM L. Ayers, 52, of Wash- 
ington, D. C., for the last year 
public relations director of the 
International Bank for Recon- 
struction and Development and a 
former financial editor of the 
Chicago Daily Journal and the 
Chicago Journal of Commerce, 
in New York City, Oct. 25. 

Francis T. SINGLETON, 87, 
owner of the old Martinsville 
(Ind.) Reporter and Republican 
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until he sold it in 1915 and a 
former president of the Indiana 
Republican Editorial Association, 
Oct. 22. 


Miss NELLIE WISE TURNER, 
who retired in 1942 after 20 
years as society editor of the 


Chattanooga (Tenn.) Times, Oct. 
20. 

OLivieR A. PaGE, 47, for nine 
years a reporter for the Fitchburg 
(Mass.) Sentinel, and formerly a 
reporter on the Lowell (Mass.) 
Courier-Citizen-Leader, Oct. 24. 

- 


Emmett Corrigan, 
Agency Head, Dies 


Emmett Corrigan, chairman ot 
the board of directors of Albert 
Frank-Guenther Law, Inc., adver- 
tising agency, died suddenly Oct. 
21, at the home of one of his 
business associates at Southamp- 
ton, L. I. 

Mr. Corrigan, who was born in 
Saranac, N. Y. on Aug. 4, 1891, 
became a school teacher but 
turned to advertising in 1915. He 
was elected chairman of the board 
of directors of Albert Frank- 
Guenther Law in 1942. Mr. Cor- 
rigan had specialized in advertis- 
ing for banks, investment houses, 


insurance companies, and other 
organizations which sell services 
and ideas. 

s 


Mrs. Laura Rowley, 
Ohio Publisher, Dies 


Lorain, O.—Mrs. Laura Row- 
ley, 84, former publisher of the 
old Lorain Times Herald, Ashta- 
bula Star Beacon and Geneva Free 
Press, died Oct. 18. 

She was the widow of F. A. 
Rowley, founder of the Times 
Herald, and continued to publish 
it after his death in 1909. The 
Times Herald, now merged with 
the Lorain Journal, was sold in 
the late 1920s. Later. she and 
her stepson, Claude, bought and 
published the other Ohio newspa- 
pers. Before his death in 1945, 
she had sold both to him. 


Mrs. Stockbridge Dies 


Mrs. Bertha Edson Lay Stock- 
bridge died Oct. 24 at her home 
in Jacksonville, Fla. She was the 
widow of Frank Parker Stock- 
bridge, who was editor of the 
American Press for many years, 
and she was widely known as a 
writer on fashion, shopping and 
cooking ‘subjects in newspapers 
and magazines. 

a 


Gannett's Sister Dies 

Ec_mira, N. Y.—Mrs. Gracie 
Irene Rathbone, wife of J. Arnot 
Rathbone and sister of Frank E. 
Gannett, Rochester publisher, died 
here Oct. 25. 


s 
McDowell Is CE 
SAN FRANCIScO—Appointment of 
Jack S. McDowell as city editor 
of the San Francisco Call-Bulletin 
was announced Oct. 23. 


Johnson Will 
Gives Observer 
Control to Wife 


CHARLOTTE, N. C.— Control- 
ling interest in the Charlotte Ob- 
server was left to his widow by 
Curtis B. Johnson, late publisher, 
it was disclosed with the probat- 
ing of a 1947 will found among 
his papers in an old suitcase. 

It was believed he had died 
Oct. 6 without leaving a will. 

Mr. Johnson listed his interest 
in the paper as 5742% of the 
stock. The rest is held by heirs 
of the late Walter B. Sullivan, 
former partner of Mr. Johnson. 

Among other bequests, the will 
provided $5,000 each for various 
department heads of the newspa- 
per, $1,000 each for all employes 
of more than 20 years and $500 
each for those of more than 10 
years’ service. 


Stanley Ross Sells 
Wilmington Star 


WILMINGTON, Del.—Stanley 
Ross, editor and publisher of the 
70-year-old Wilmington Sunday 
Star for 14 months, has sold his 
interest in that newspaper to Lt. 
Gov. Alexis I. duPont Bayard and 
E. M. Budner. 

Mr. Ross said he would devote 
his time to other newspaper inter- 
ests. The Star will be edited by 
John J. Kerrigan, former city edi- 
tor of the Journal-Every Evening 
of this city. Mr. Ross’ managerial 
duties will be assumed by Mr. 
Budner, and his advertising activi- 
ties will be handled by W. Victor 
Collings. 

Lloyd P. Bloodworth has bought 
back the Ruidoso (N. M.) News 
from L. R. Spain, of El Paso, Tex., 
to whom he sold the weekly last 
year. 

E. M. Armstrong, advertising 
manager of the LaGrange (Ky.) 
Times, weekly, has purchased the 
paper from Mr. and Mrs. D. E. 
Wooldridge. 

* * * 

Four Ohio publications owned 
by Howard L. Bush of Montpelier 
have been sold to F. William 
Bryce and his brother, Jack, both 
former Michigan newspaper men. 
They are the Montpelier Leader 
Enterprise, a semi-weekly; Edger- 
ton Earth and Edon Commercial, 
weeklies, and Williams County 
Shopping News. 


Sale of the 76-year-old Mount 
Vernon (Tex.) Optic-Herald to 
Mr. and Mrs. Robert H. Smylie 
was announced Oct. 20. Charles 
K. Devall, publisher of the Kil- 
gore (Tex.) News Herald, is the 
former owner. 

* & & 

Robert H. Wardwell, formerly 
advertising director of the Colo- 
rado Springs (Colo.) Gazette and 
Telegraph and more recently in 
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the advertising agency business 
there, has bought the Adams 
County Republican, 26-year-old 
weekly at Brighion, Colo. The sale 
was made by Richard L. Gibbs 
and James R. Dowler, publishers 
of the paper since its purchase by 
them last February, through Ray 
E. Mohler and Associates. 
* *« * 

Sale of the Carbon County 
News at Red Lodge, Mont., to 
Owen Welch, former Weeping 
Water, Neb., publisher, was an- 
nounced Oct. 15 by W. B. Ven- 
nard, owner of the weekly since 
1944. Mr. Welch is a former man- 
aging editor of the Manhattan 
(Kan.) Mercury-Chronicle. 





Classified 


Section 


A COUNTRY-WIDE 
ADVERTISING EXCHANGE 


RATE GUIDE 


Consecutive Insertions 


SITUATIONS WANTED 
Insertions Line Rate 
1 $.50 


3 and over 40 
Advance Payment Requested 


ALL OTHER CLASSIFICATIONS 
Insertions Line Rate 

1 $1.00 

2 : 

i and over .80 
(Lower 26 and 52 week rates 
obtainable vpon application). 
Charge ads accepted from recog- 
nized companies. 


Count 30 units per line 
units for box). 
tions. 3 line minimum. 
for Box service—Replie- mailed 
daily. 
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Editor & Publisher reserves the 
right to edit all copy. 


Deadline Wed. at 2 P.M. 
(After Last Mail) 
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ANNOUNCEMENTS 
Newspaper Brokers 


CONFIDENTIAL La omen 
Daily Newspaper Properties 

W. H. Sieeor Co., Voctamn. California, 
MIDWEST PAPERS: Bailey-Krehbiel 
Service, Successors to Clyde H. Knox, 
218-19 Journal Bldg., Salina, Kansas. 
PROSPEROUS Iowa, Nebraska, South 
Dakota oe Herman 
2610 Nebraska St., Sioux City, lows. 

ESTABLISHED NPWSPAPERS 
with profitable records on fair terms 

J. R. GABBERT 

3937 Orange St., Riverside, Oal. 

kx SOUND investments in selected 




















Publication Properties. Arthur Ww. 
Stypes, 625 Market St., San Fran 
cisco, Calif. 





a LAs my 
Tax and all other purposes. 

A. 8S. VAN BENTHUYSEN 
446 Ocean Avenue, Brooklyn, N. Y. 
For any size paper contact 
ODETT & ODETT, Brokers 
Publishers for Many Years 
P. O. Box 527, San Fernando, Calif. 
MAY BROTHERS, Binghamton, N. Y. 
Established 1914. Newspapers bought 
and sold without publicity. 
TO BUY or sell a newspaper or job 
plant in the Southwest, contact James 
Jackson, Pauls Valley, Okla. 
DAILIES OR WEEKLIES—Mountaia 
States, Midwest, Southwest. Ray BE. 
Mohler & Associates, 312 Bostos 

Bidg., Denver, Cclorado. 
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Press Engineers 


quiries 


ANNOUNCEMENTS ANNOUNCEMENTS ANNOUNCEMENTS MACHINERY and SUPPL 
_—_— 
NEWSPAPER BROKERS Publications for Sale Miscellaneous Newsprint 
—_— , 
prating our 80TH YEAR without} NEW MEXICO COUNTY SEAT 2 FINE NATIONAL AD SPOTS ANADIAN Newsprint, original mill 
ba = of time as exclusive newspa- WEEKLY. Gross about $15,000. Nice | Alabama—The Troy Messenger iain any roy rolls, carload lots 
er brokers. We would like to be of| national schedule. Asking $15,000.| Georgia—The Cordele Dispatch | at attractive prices. October ship- 
gervice to you, the publisher, and to} Terms. Jack L. Stoll, 4958 Melrose | ment and continuous bookings. In- 
Ave., Los Angeles 27, Calif. invited. Oanadian Newsprint 


he buyer. 
you, EN FEIGHNER AGENCY 
Box 192, Mt. Pleasant, Michigan 
QALIFORNIA DAILIES, WEEKLIES 
J. A. Snyder, 3570 Frances Avenue 
Veanleo, California 











Newspaper Counsellors 
REDUCE production costs. Efficiency 
expert will survey mechanical, edi 
torial and business departments and 
make recommendations. References. 
Write E. B. Swift, Route 4, Columbia, 
Missouri, for details. 


Publications For Sale 











WRITE FOR LATEST LIST of news- 
per Properties for Sale. MAY) 
BHOS., Binghamton, New York. 





FLORIDA county seat weekly show- 
ing good earnings. $11,000 will han- 
die. The R. H. Berg Co., Box 55, 
Melbourne, Florida. 


WILL TRADE $40,000 in shares in 





big weekly in Philadelphia-Baltimore | 


area for equity in farm, residence 
or business realty. Advertising man 
or ex-publisher might also become 
part of paper’s operation. Owner of 
stock now with 
Write Box 6672, Editor & Publisher. 














daily in another city. | 


ISOLATED, exclusive daily popula-| 


tion 12,000, $170,000, building 
eluded; half cash; assured future. 


in- 








TWO exclusive weeklies; city 7,200, 
over 50% increase above °40; Price 
$90,000, 30% down. 
WEEKLY in newly incorporated city, 
excellent plant; $8,000, terms. 

J. R. GABBERT 
3937 Orange, Riverside, California 
MINNESOTA COUNTY SEAT; TWO 
weeklies, only two in county, agricul- 
turial, industrial. hub of Minnesota's 
finest lake region; 3,000 population; 
reasonable price, requires $9,000 cash. 
Wayne Peterson, Natl. Loan Bidg., 





Moorhead, Minn. 


MONTANA WEEKLY 


EXCELLENT equipment and adequate | 


personnel in shop. In larger city.| 
Ideal location and big potential to 
hustler. Publisher ‘‘heyond age for 


expansion.’’ Grossed $43,000 in 1949. 

Price $35,000 with $15,000 cash. A 

premium opportunity. 

RAY E. MOHLER & ASSOCIATES 
312 Boston Bldg., Denver, Colo. 


NO GAMBLE IN BUYING BIG- 
PROFIT OREGON DAILY! 


Ashland, Oregon Daily Tidings earned 
14 percent last two years; same pub- 


lisher 26 years; Price Cut, $150,000 
to $135,000; only $40.000 Cash 
Down; Balance Easy, helpful terms. 


Unusually bright future; city of many 
advantages, increased 62%. Long term 
lease on commodious, modern build- 
ing. Accounts receivable included and 
no monthly payments until Jan. 

G. M. Green, Ashland, Oregon. 
NORTH CAROLINA Semi-weekly, 
fully equipped. Deta‘ls upon request. 
Write Box 6701, Editor & Publisher. 
RESERVE officer facing recall to 
Service must sell at once group of 
four profitable community papers, 
total circulation 12.000 and modern 
plant equipped with two machines, 
Model E Duplex, 2 jobbers, etc. Near 
Chicago. $20.000 tno handle. 30x 
6726. Editor & Publisher. 

SMALL, deep-south daily for sale by 
owner. Good equipment. Excellent, 
well located market. Details to quali- 
fied, serious buyer. No brokers. $65.- 














900 with half cash. Inquiries confi- 
dential. Write Box 6728, Editor & 
Publisher. 








SMALL TEXAS DAILY. Long estab- 
lished, profitable. $70.000 cash han- 
dies. Box 6700, Editor & Publisher. 


UNOPPOSED WEEKLY in 5,000 
Old equip- 


community in S. E. Ohio. 
ment but paper now nets 50% on 
time editor can double 








cost. Full 
ae ee payunent $8,500. Wire, 

rite. Larry Towe Agency, 1807 
8. Shore, Holland, Mich. 


|} and 


cago 4, Illinois. 








Job Plants For Sale 


THIS IS THE LARGEST 
LAW-BRIEF business in the East. 
Established many years. Partnership. 
Nice plant; building 45 x 125 in-| 
cluded in sale. Many good contracts, 
including three weekly publications. 
Equipment includes two cylinders 
(one automatic), five Linotypes (one 
a quadder), complete Bindery, with | 
stitchers, sewing machine, folders, | 
power cutter; Job- Department with 
Miehle Vertical, C&P Price unit, two 
open platens, drill, caster, router, 
power cutter, ete.; Metal Department | 
with metal furnace, Elrod, ete. Also 
saws, proof presses (one electric), 
many galley cabinets, foundry type, 
extra fonts and magazines, large sup- 
ply of metal, ete. Everything in nice 
shape. Thirty-some employes, half of 
them Union printers and pressmen, 
others in_ office, bindery and proof- 
reading departments, plus traveling 
salesmen and thirty-some representa- 
tives. Price approximately $170,000, 
mostly cash, but terms can be ne- 
gotiated. Owners entering newspaper 
business. For large gross income fig- 
ure and exact sa'e price and condi- 
tions, contact MAY BROTHFRS, Job 
Shop Brokers, Binghamton, N. Y. 








Publications Wanted 


LARGEST daily $100,000.000 
will buy, balance to -be financed, 
south, southwest U. S. preferred 
15.000, 25.000 ar over population a 
must. Proven successful publisher. 
All answers in confidence. This is an | 
individual. Box 6662, Editor & Pub- 
lisher, | 





cash 





WTLL BUY or lease weekly grossing | 
$25.000 or more. Prefer East or| 
South. Give details. Box 6685, Edi- | 
tor & Publisher. 





Cartoons—Features 





THE CHICAGO Daily News subscribes 
to Religious Spotlight oddity st Mid: | 


May we send you free samples? Mid- 
Box 


west Syndicate, 
Illinois. 


583, Wheaton, 





— | 

HOUSE PUBLICATION CARTOONS | 
tailored for your purposes. Safety | 
Morale- Building ‘ Editorial | 
Policy . .. Portraits and Caricatures 
from photos. Let me send you my 
free booklet of cartoons. BURT | 
WESSER. 57 E. Jackson Blvd., Chi- | 


| 





Promotion Services 


BOOMERANG DOLLAR buy-at-home | 
ad series is new, sensible, effective 
approach to merchants’ age-old prob- 
lem of keeping home dollars at home. 
Copy fits most cities from 10,000 to 
50.000 in the shadow of larger mar- 
keting centers. Also adaptable to 
alert weeklies in smaller cities. Easi- 
ly sold. this campaign is a definite 
good will builder as well as a healthy | 
linage booster. roofs and terms on| 
request. Robbins & Associates, 
Smith Tower, Seattle, 











1616 | 
Washington. 


| 





GET RECORD REVENUE 
FROM OLASSTFIED 


B. P. WALLMAN AND COMPANY 
Printing Machinery 
Bought and Sold 
Erecting and Rebuilding 
975 North Church Street 
Rockford 





MASON-MOORE-TRACY, Inc. 
Printing Press Engineers 
Machinists and Movers 

Web, Offset, Flat-Bed Experts 


We will move, erect or repair presses 
E 


28 East 4th St., New York 8, N. Y 
Phone: SPring 17-1740 





LOYAL S. DIXON CO. 


NEWSPAPER PRESS ERECTORS 


Dismantling—Moving—Erecting 
Newspaper Conveyor Installations 
Service Nationwide 
738 N. Victory Blvd., Burbank, Calif. 





MACHINISTS—Dismantling, moving 
assembling, entire newspaper plants. 
Repairs, maintenance, service nation- 
wide. 


LORENZ PRINTING 
MACHINE CO., INC. 


3626—31 St., Long Island Oity 1, N. Y. 
STillwell 6-0098-0099 





MACHINERY and SUPPLIES 





Composing Room 





LUDLOW MAOHINE, 22% ems 
equipped with Water Cooled Mold 
and Tank. Gas Pot and Motor 


$1,750.00 Oash. FOR New York City 
Printcraft Representatives, 277 Broad- 
way, New York 7, N. Y. 





FOR SALE: Late Model 8. 14 Lino- 
types, also Model © and CSM In- 
tertypes with and without Quadding 
and Centering Attachments. Tmmedi- 
ate Shipment Printcraft Represen- 
wottees, 277 Broadway, New York 7, 





2 LATE MODFL 
G2 INTERTYPES 
90 and 72 CHANNEL 


Display Machines 


COMPLETE with saws, quadders, 
micro-therm electric pots and motors 
% 


for AC 220. 

ONE machine is 4 mold disk, the 
other 6, with regular and extra molds 
for hody type and 18 and 24 point 
two-letter molds plus single letter to 
30 ems. 

10 EXTRA lower split 72-channel 
magazines, rack, all supplies and 
extras. 

12 FONTS of modern two-letter 

| display faces and 18 and 24 point. 

MACHINFS should he sold as a 
vnit hut will consider separate sale. 


GIFT GUIDE LINAGE! 


JOIN THE SCORES of newspaper | 
who'll set new revenue and linag? | 
records for their Classified Gift Guides 
this year through use of special Gift 
Spotter aids prepared by the Howard 
Parish Service. Material includes im 
pressive presentation folder, eye-catch- 
ing promotion cuts and copy, specia’ 
Gift-Spotter streamer and classifica 
tion headings. examples of sneceasfnu! 
Gift Guides in other papers and special 
**how-to-sell-it’’ section. Write for 
sample copy and qnotation on raturn 
at-will basis. Howard Parish, Tested 








Want Ad Selling Plans, 8th floor. 
Daily News Tower, Miami 82, Fils. 
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be available 
November. 


Should 


for delivery late 
in 


For . complete specifications 
E. R filler, Business Manager, 
THE LIMA NEWS 
LIMA, OHIO 
LINOTYPES—For Sale Model 31,/} 
two Magazines, Serial No. 52650;) 
Electric Pot and Motor; Model 8 
three Magazines, Serial No. 37471; 
Gas Pot with Monomelt. 


Ben Shulman Associates, Inc. 
500 Fifth Ave.. N. Y. 18. 
BRyant 9-1132 


Supply Oo., Alfred Horn, 370 Lexing- 


ton Ave., New York 17, N. Y. Tel.: 


| ORegon 9-3870. 


Tlinois | 





} 








AVAILABLE standard newsprint, all 
sizes. S. B. Behrens, 115 Onderdonk 
Ave., Brooklyn, N. Y. Phone: Ever- 
green 6-0505. One of New York’s 
largest converters of newsprint. 





STANDARD NEWSPRINT. Rolls— 
sheets. All sizes. All types_ printing 
papers. Box 6301, Editor & Publisher. 


NEWSPRINT 


ORIGINAL MILL 
SHIPMENTS 


PROMPT 





Spot and long-term commitments. 
Box 6691, Editor & Publisher. 





Photo Engraving 





PHOTO 
ENGRAVING 
EQUIPMENT 

ZINC AND MAGNESIUM 


E. T. SULLEBARGER CO. 
110 Fulton St. 538 S. Olark St 
New York Chicago 





Press Room 





OUTLER-HAMMER, two-motor ful) 
automatic newspaper press drives and 
control panels, 220 volt, 3 phase, 60 
eycle AC. Complete with resistors and 
push button stations: 

One 75/7% H.P. crosshead type 
will drive 3 or 4 units at moderate 


| speed. 


| 


| 


write | 


One 40/3 H.P. faceplate type. Wil) 
power 4 decks single width, quad or 
16-page tubular, press. 

Also, one 25 H.P., 220 volt, 60 
cycle, 3 phase, AC, G.E. single motor 
friction press drive with drum speed 
controller suitable for 3 deck single 
width press or equivalent. 

Used, serviceable, recently with- 
drawn from service, reasonably priced, 
immediately available. 

THE EASTERN —_— PRINTING 


co. 
Waterbury 20, Conn. 





GOSS DECK-TYPE PRESS 
No. 1247; five decks, omeny 40 
pages straight, 80 collect. ay be re- 
duced to octuple or sextuple. 22% 
in. cutoff. Double folder, balloon for- 
mer. 150 HP DC drive. Well adapted 
for color printing. Press has good 


history. Dismantled and immediately 
available. Statesman Pub. Co., Salem, 
Oregon. 








DUPLEX TUBULAR 
16-PAGE PRESS 
Automatic AC Motor Drive 
Stereotype Equipment 


JOHN GRIFFITHS CO. INC. 


11 West 42nd St., New York 18, N. Y. 





FOR 


SALE: 24-Page Hoe Web 
Newspaper Press, two plates wide. 
23 9/16” sheet cut. With complete 


stereotype equipment and A.C. mo- 
tors. Ready prompt shipment. Thomas 
b Hall Company, Inc., Stamford 
onn. 
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MACHINERY AND SUPPLIFS 


HELP WANTED 


— 


HELP WANTED 
































Press Room Wanted to Buy Administrative Editorial ~ial 
WANTED—DUPLEX Tubular News-| MAN with small-city aounpeate ex-| WANTED = regener wg se 
c i i ith P similar. Must be cap-| perience to manage our usiness-| porter to write society column of dig. 
imal yi i seg Geek: ae a "jelteg 16, or possibly 24/| office. Evening Republican, Columbus, | tinction in southern metropolitan geq. 
21% inch cut-off; A.C. Drive; Com | to 32 pages. Prefer press with color Indiana. coast city. Applicant must have fisip 
plete stereo. Perfect for color comics] attachment. Give full details. Box = for writing, ability to gather inter. 
or all Black. 6613, Editor & Publisher. C ation esting society news, know names and 
ALASKA DAILY offers opening for| be socially acceptable. This is not 4 § 
HOE 3 Unit PUBLISHER WANTS Mat Rolier,| combination circulation manager and| routine job and offers great possibil. 7 


24-48 Page capacity, 
end feed 22%” cutoff, rubber rollers, 
A.C. Drive and pony autoplate. Priced 
for quick sale. 


HOE-Z-TYPE, 23 9/16 inch cutoff, 4 
Units 32-64 Page capacity, Roller 
Bearings, Steel Cylinders, Pair Fold- 
ers, Substructure, Reels, Tensions 
Motor Drives. 


SCOTT-4-MULTI-TYPE UNITS, 32 
64 Page capacity, 22% inch cutoff: 
Pair Folders, Floor Feed; twin 60 h.p. 
drives. Maximum color flexibility. 
Available immediately. 


GOSS—OCTUPLE Doublewidth; 21% 
inch cutoff; equipped with compen- 
sators for color comics or all black 
production; A.C. Motor Drive; com- 
plete Stereo. 


GOSS OCTUPLE—Doublewidth, 22% 
inch cutoff; equipped with compen- 
sators for color comics or black; com- 
plete stereo. Priced for quick sale. 


BEN SHULMAN 
ASSOCIATES, INC. 


Ben Shulman, President 
Gordon F. Elrod, Executive Vice-Pres. 


500 Fifth Ave., N. Y. 0. 
Phone: BRyant 9-1132 





100 HP MOTOR drive 
HOE quarter-page folder 
Three Kohler reels AC motors 
SCOTT 16 and 24 page presses 
GOSS 16 page press 
HOE Curved router 22%” length 
GOSS Curved router 23 9/16” length 
George C. Oxford, Boise, Idaho 


AC current 





FOR SALE: Hoe Octuple, 22%” cut- 
off. Complete with Stereotype equip- 
ment. Immediately available. Now 
in Southwest. Very low price. Ameri- 
ean Printing Machinery Co., Inc., 88 
Gold Street, New York City. 


Stereotype 


STORAGE expenses have caused us to 
reduce the price on a 16-page Scott 
Stereotype press to a fraction of its 
worth. This press in daily use until 
May of this year. Now in good run- 
ning condition. Color on four page. 
Mat roller and all stereo and elec- 
trical equipment. If interested, write: 
W. J. Missett, Suffolk, Virginia, 
News-Herald. 











= 


R SALE 
VANDERCOOK 325-G Power Proof 
Press. 
AMSCO Composing Room Saw-Trim- 


mer. 

GOSS heavy duty Dry Mat Roller. 

GOSS full page Flat Shaver. 

HOE Flat and Curved Plate Routers. 

HOE 22%” and Scott 23 9/16” Plate 
Finishing outfits. 

1 TO 4-TON Melting Furnaces. 

FLAT and Curved Casting Boxes, all 


sizes. 
MODEL 22 Linotype. 
68” OSWEGO mill type Power Cutter. 
72” CAMERON Slitter-Rewinder. 
NEW Hall Form Tables and ‘‘Dural’’ 

lightweight Stereo. Chases. 
THOMAS W. FALL COMPANY, Inc. 

120 West 42nd St. 
New York 18 
(Plant at Stamford, Conn.) 


Wanted to Buy 








WANTED 
COMPLETE 
NEWSPAPER PLANTS 
NEWSPAPER PRESSES 
Flatbed and Rotary 
BEN SHULMAN ASSOCIATES, INC. 
500 Fifth Ave., New York Oity 
BRyant 9-1182 
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Goss, Hoe or Duplex and other types 
of stereotype machinery. Will pay 
top price for good equipment. Box 


6635, Editor & Publisher. 


DRY MAT ROLLER, full page size. 
Prefer Hoe or Goss heavy duty ma- 








chine with AC motor. Reply Box 

6687, Editor & Publisher. 

MOTORS, Generators, Transformers 

bought and sold new and rebuilt. 

ELECTRIC EQUIPMENT COMPANY 
Rochester, New York 





WANTED—FLATBED AND ROTARY 
PRESSES. Any make. Mat rollers. Al 
kinds of stereotype equipment. Lino 
type and Intertype machines. 


RICHARDSON-SOVDE CO., INC. 
503—4th Ave. S. 
Minneapolis, Minn. 


display advertising salesman. Good 
future with progressive, wide-awake 
organization. Start $100 week. Box 


6574, Editor & Publisher. 

CITY MANAGER for large Southern 
A.M. paper. Must be good adminis- 
trator and promoter. Age limitation, 








40 years. Salary, $85.00 plus. Give 
full information first letter. Box 
6725, Editor & Publisher. 

WANTED 

CITY CIRCULATION Manager for af- 
ternoon daily of 70,000 home deliv- 
ered in a metropolitan Mid-South city. 
Real opportunity for the right man. 
Must be able, well trained and can 
expertly direct a staff of district 


men. Write Box 6729, Editor & Pub- 
lisher with complete details. 


Classified Advertising 








GOSS Press single width (two pager 
wide). 13% inch printing diameter 
21% inch cut-off or deck for same 
Give full details and prices. Box 1042 
Editor & Publisher. 





WANTED TO BUY 


DUPLEX 
TUBULAR 


IF you have—or will have—a 12 or 
16 page Duplex Tubular 

FOR SALE 
send details to . 


R. M. O'CONNOR 


R. W. Ernest Printing Co. 
3600 South Western Ave. 
Los Angeles 18, Calif. 

- eer 





WANTED — Direct Current Motors 
from 50 to 500 H. P. Also Generat- 
ing vlants and MOTOR GENERATOR 
SETS. Mail complete nameplate data 
and I will wire you my best cash 
offer. Harry Jawitz, 813-82 St., 
Miami Beach 41, Florida. 





WANTED to buy—8 ton metal 
The Berkshire Evening Eagle 
Pittsfield, Massachusetts 


pot. 





HELP WANTED 








Administrative 
BUSINESS MANAGER for two Dai- 
lies and one Weekly. Write Box 


6640, Editor & Publisher, giving ex- 
perience, background and salary. 


ASSISTANT TO PUBLISHER 





| EXECUTIVE experienced in magazine 


or newspaper publishing. Must know 
advertising, newsstand circulation, la- 
bor negotiations. Ability to control 
expenses and costs and knowledge to 
understand figures essential. Long 
hours, hard work, some traveling— 
commensurate reward if you make 
good. Give resume past 5 years ex- 
perience, names of employers and po- 
sitions held, also age, educational 
background and lowest starting sal- 
ary. Box 6731, Editor & Publisher. 


WANTED — Thoroughly experienced 
newspaper man as advertising man- 
ager, assistant business manager, semi- 
weekly, ABC close to 3,000, in de- 
lightful Blue Ridge plateau town of 
5,200 (elevation 2,400 ft.), which has 
many thriving industries, exception- 
ally mild climate winter, summer. 
Liberal salary to sober, hard-work- 
ing man, age 35 or over, who can 
produce. Write Fditor, Galax Gaz- 
ette, Galax, Virginia. 


WOMAN bookkeeper, __ experienced, 
competent, by Southern newspaper. 
Excellent working conditions, good 
pay. Replies confidential. Box 6712, 
Editor & Publisher. 














CLASSIFIED ADVERTISING 
MANAGER 


FOR daily within 50 miles of New 
York City. Will consider present as- 
sistant or one with broad experience 





in this field. Write stating - and 
experience. Box 6643, Editor Pub- 
lisher. 

SUPERVISOR, experienced, wanted 


for classified phone room. Staff of 8, 
6-day evening, New York State. Write 
Box 6708, Editor & Publisher, stating 
wages expected. 


Display Advertising 








ADVERTISING MANAGER 


STRONG on sales and management 
needed immediately for Ohio daily. 
He will have complete om of lo- 
cal display and classified. e want 
an organizer, a man who is not afraid 
of work and will make calls and di- 
rect a staff to do the same. An excel- 
lent opportunity. Salary open, would 
consider salary-bonus arrangement. 
All inquiries strictly confidentia) and 
present employes know of this ad. 
Send full information in first letter. 
Box 6600, Editor & Publisher. 














ties to build outstanding column, Boy 
6695, Editor & Publisher. 


L.L.A.D. 
seeks capable writer to dramatize gee. 
ond annual— 
American Baby Day, March 21, 195) 
American Tot Day, June 21, 1951 
American Girl Day, Sept. 21, 








K 


HD RT 


Frank Arthur Costa 
Box 1731, Oakland, Calif, 


MANAGING EDITOR, small midwes 








daily. State background fully, avail. Fa 
ability. Box 6736, Editor & Publisher. & 

PROOFREADER Be 
(Male) Newspaper experience, for 
Englis& language newspaper abroad, 7 


2 year contract. Give full details, age 9 
experience. Box 6698, Editor & Pub. 
lisher. 


REPORTER: Alert, aggressive, 
young (around 30) with at least five 
years’ experience. Perhaps a man who 
has reached his ceiling in some 36, 
000 to 100,000 city and wants to go 
farther. Top pay in_ highly competi- 
tive metropolitan field (midwest) and 
ceiling unlimited for man who can de. 
liver. Box 6717, Editor & Publisher, 


REPORTER—GOOD TYPIST 
for Florida offset weekly 
Box 6705, Editor & Publisher. 


SECRETARY - RESEARCH Assistant 
for newspaper editorial team in Wash © 
ington. Job attractive for personable 
young woman with lively interest in 
what makes government tick. Please 
give complete details education and 
professional background first letter. 
All replies held strictly confidential, 
Box 6703, Editor & Publisher. 
WIRE EDITOR—AP, local editin 
headwriting, makeup. Write full : 
education, experience, age, family, 7 
military status, references. Guide and 
Tribune, Fremont, Nebraska. 


Mechanical 


JOB PRESSMAN on Kluge, Kelly-B, | 
Multilith. Top wages for top man in 





6 te 3 


Pas 
WS 











pre 



































MANAGING EDITOR—for Alaska 
daily able to build up good local cov- 


Alaska’s most modern plant. Bor) 
6660, Editor & Publisher. , 
WANTED: EXPERIENCED Display| OPERATORS, make-up men and floor | 
Advertising Salesman. Must be good| men wanted. Union and non-union | 
at layouts, able to handle key &c-| Apply Pennsylvania Newspaper Pub | 
counts and willing to plug every day.| jishers’ Association, 209 Telegraph | 
Ours is a. fifty-three-year-old, seven-| Bidg., Harrisburg, Pennsylvania, y 
day operation, exclusive in the field. : 
Drinkers and high pressure artists 
need not apply. Address Box 6648, Photo-Engraver 
Editor _& Publisher. PHOTO-ENGRAVER; must work com 
ADVERTISING MAN OR WOMAN | bination: % time engraving; % ia 
for Florida weekly mechanical or office. State qualifice 
Box 6704, Editor & Publisher. tions, references. Address: usinest 
EXCELLENT opportunity in retail] Manager, Daily Nows Miner, Fer © 
display advertising department on one| banks, Alaska, via Air Mail. he 
of Pacific Northwest’s most progres- ie, 
sive dailies, circulation 17,000, for bs 
man who can make layouts, write INSTRUCTION i 
copy and geil. Send gemplets, tater. Linotype— Printing " 
mation about yourse to A \—_— ame ™ — 
Anderson, Longview, Washington, exude’ seman aS of 
Daily News. § operators always in A 
mand. Basic course 12 weeks. Ohio 
Editorial Linotype School, Logan, Ohio. ' 
z 
erage. This is a first-class job for a 
first-class man. Box 6659, Editor & 
Publisher. 


BEGINNER, preferably from Mid- 
west, willing to learn. Combination 


WRITERS’ SERVICES 
Literary Agency E 
NEWSPAPERMEN’S AGENOY. Arte 


cles. Books. Fiction. Plays marketed. 
Bertha Klausner. 180 E. 40 St., N. ¥.: 











ies 
ge 














nodal —-. — editor, hotog- 

rapher and general news. vening 

ony. bet oe we meewee SITUATIONS WANTED 
erald, ashington jourt ouse, —a 

Ohio. : Administrative 

COPY-READER: Metropolitan mid-| MAN thoroughly experienced in big 


west evening-Sunday in highly com- 
petitive field has opening for man un- 
der 40 with sound newspaper experi- 
ence, at least three years real copy 
desk work. Top starting pay, good 
future for man who can produce. Box 
6718. Editor & Publisher. 

GIRL REPORTER with year or more 
experience on small daily for women’s 
department in southwest city of 100,- 
000. Box 6706, Editor & Publisher. 
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daily operations has 
sold his own smal! daily at big mark 
up on high earnings record; now 
available to manage paper, preferably 
Southeast. Knows how to hand 
people, both inside, outside office; 
experience in ads, promotion, writ 
editorials, news, knows mechani 
end; age 43, salary minimum $12,000 
and worth it. Box 6682, Editor & 
Publisher. 


and small 
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SITUATIONS WANTED 


SITUATIONS WANTED 





SITUATIONS WANTED 








—— Administrative Circulation Editorial 
—— CIRCULATION MANAGER for paper| KXPORTER, ——— 28, 3% years 
EXECUTIVE SEEKS over 20,000 circulation available} Major New Jersey Daily, now em- 
TOP—OR BACKSTOP JOB January list. Proven record. Prefer| ployed, college grad, seeks top editor 
Middlewest or Southwest. Box 6722,| job on New Jersey or New York 
4s Publisher and General Manager I | Editor & Publisher. Weekly or Trade Paper. Box 6561, 


‘ d $100,000 loser to a profit! 
mel yoo and production 
methods. Increased circulation 30,- 
000; increased advertising. Cut costs. 
Know small, medium and metropolitan 
papers. Expert on mechanical depart- 
ment and labor negotiations. Available 
soon. University grad, plus 20 years 
practical experience. Box 6693, Edi- 
tor & Publisher. 





EXECUTIVE desires position to aid 
busy publisher or newspaper inter- 
ests. perience covers management, 
accounting, promotions, labor, me- 
chanical. Circulation and finance. 
Twenty-three years practical experi- 
ence at age 45. Prefer midwest or 
northwest. Box 6642, Editor & Pub 
lisher. 
ANY profit, Labor or production prob- 








lems? Successful newspaper doctor 
available soon. Box 6692, Editor & 
Pubiisher. 

Artists-Cartoonists 





BLACK and WHITE 


NEWS ILLUSTRATOR 


I HAVE had 18 years’ ex erience 
with all phases of art problems in 
National Advertising, institutional 


and Public Relations covering cartoon 
Ross Board, Halftone and color illus- 
trations. Can fill the job for you from 





layout to finish. Box 6719, Editor & 
Publisher. 

EXPERIENCED Editorial cartoonist 
for paper on Syndicate. Eastern 


States. Samples and interview on re- 
quest. Box 6654, Editor & Publisher. 


Circulation 


DO YOU NEED THIS MAN? 
EXPERIENCED in all phases of cir- 
culation work. Capable, honest, so- 
ber, reliable, conscientious worker. 








Now employed, but desirous of change | 


where performance and ability is ap- 
preciated. Would consider job as an 
Assistant or Road Supervisor. Have 


the ‘‘KNOW-HOW’’ of handling boys 
and adult carriers. Prefer southern 
state. What have you to offer? 
Write Box 6631, Editor & Publisher. 


CIRCULATION EXECUTIVE, AGE 
37, 17 years experience all phases 
earrier to Circulation Manager, em- 
ployed but desires change. Outstand- 
ing record, excellent references. Sal- 
ary $7,500 yearly. Box 6658, Editor 
& Publisher. 


WOULD LIKE to contact publisher 
in medium sized city who needs serv- 
ices of mature circulator with years 
actual management experience on 
25,000 to 60,000 ABC papers. His 
paper must be well financed and man- 
aged in good live town. Know my 
business and oan prove it! Best ref- 
erences. Only reasonable salary. Box 
6676, Editor & Publisher. 


_ CIRCULATION MANAGER 

EXPERIENCED, now employed, seeks 
early connection. Good promoter, 
thorough knowledge home delivery, 
ABC and office detail. Box 6721, Edi- 
tor & Publisher. 


CIRCULATION Manager seeks posi- 
tion 10,000-20,000 daily, presently 
employed, six years’ experience, Little 
Merchant, ABO, direct mail, motor 
routes, mail room management, in- 
creased circulation 25%, revenue 35%. 
Write Box 6727, Editor & Publisher. 


CIRCULATION MANAGER, Aggres- 
Sive, experienced in little merchant 
plan, dealers, _motor routes. Daily 
= Sunday, direct mail. Know how 
S get top production from staff. 
horvugh knowledge A.B.C. and pro- 
a ag vallable —, reasonable 

Present employer. Box 
6734, Editor & Publisher. 




















Attention Publishers: 
qualified help can always te 
found through Editor & Publisher's 


Situation - 
oan 8 or Help, Wanted col 




















Correspondents 
D. C. CORRESPONDENT available 


to cover news of interest in your com- 
munity, on assignment. Knows Wash- 











ington well. Retainer or fee basis. 
Box 6702, Editor & Publisher. 
JOURNALIST, thoroughly experi- | 


enced, 8 years Far Eastern correspon- 
dent for Australia newspapers, 2 years 
radio commentator, graduate Austra- 
lian School of Journalism, Chinese 
language expert, will furnish feature 
stories, mailers, cables, etc., contact 
Will Raymond, P. O. B. 2312, Hong 
Kong. 

‘*‘LATIN AMERICAN ECONOMY’’ 
Direct from ‘‘on-the-Spot’’ American 
correspondent in Lima, Peru. Exten- 
sive editorial and public relations ex- 





| perience in U. S. and Honolulu dailies. 








Wants stateside assignments. Box 
6713, Editor & Publisher. 

Display Advertising 
ADVERTISING Manager, Salesman, 
45, single, seeks new connection. 
Good sales record, layouts, merchan- 
dising. Southeast preferred. Box 
6667, Editor & Publisher. 








PUBLICATION Desk, Manager or as- 


sistant. Ad agency and metropolitan 
paper background. Fast, efficient 
worker. Experienced supervision ad 


production, layout, display sales, sta- 
tistics, billing, some accounting. Mar- 
ried, 41, draft exempt. Box 6715, 
Editor & Publisher. 

SPACE SALESMAN or Assistant Ad- 
vertising Manager. Thorough knowl- 
edge copy, layout, production, type. 
7 years agency and manufacturer 
background. Now operating own small 
N. ¥. C. agency. 30; hard worker. 
Box 6730, Editor & Publiseher. 


Editorial 


ABLE REPORTER, 28, desires 
change. 2% years experience with 2 
large dailies. All beats, features. BJ 
and BA Missouri. SDX_ scholarship 
award, KTA member. Married vet- 
eran. Minimum $65 weekly. Write 











| Box 6578, Editor & Publisher. 





EXPERIENCED MAN (seven years 
large, small dailies, wire service) 
wants job as rewriteman or copy- 
reader, medium or large daily east 
or midwest. College graduate, mar- 
ried, 28, draftproof. Now wire editor 
afternoon dai 18,000 _ circulation. 
Box 6576, Editor & Publisher. 


EXPERIENCED 
12 YEARS copy-deskman, 
rewrite, 35, best references, seeks 
slot anywhere between the coasts. 
Box 6592, Editor & Publisher. 


RECENT Journalism grad. college 
correspondent to metropolitan dailies. 
Anxious to start in news writing. Go 
ee. Box 6624, Editor & Pub- 
isher. 


LIBRARIAN — 6 years experience 
New York City daily-legal and insur- 
ance background — seeks position — 
metropolitan area. Draft exempt. Box 
6617, Editor & Publisher. 


CUB: Harvard graduate, 25, vet, 
draft exempt, unmarried, seeks start- 
ing position as general reporter on 
small daily. Will go anywhere. Box 
6630, Editor & Publisher. 





reporter, 














ALERT NEWSMAN 
DESKMAN, 3 years experience, news, 
features, sports, photo. Seeks post in 
East. Missouri MA, draft exempt. 
Box 6610, Editor & Publisher. 


YOUNG GIRL, — background. 
seeks starting editorial and/or report- 
ing position. Some experience, ily 
and weekly, handling society, re-write, 
copy, heads and obits. Salary secon- 
dary. Box 6641, Editor & Publisher. 
YOUNG MAN, 23, MA English, writ- 
ing. library experience, seeks start 
editorial assistant reporter, proof 
reader, etc. Draft exempt. Box 6614, 
Editor & Publisher. 


YOUNG NEWSMAN—Experienced all 
hases, employed, draft exempt vet. 
x 6628, Editor & Publisher. 
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Editor & Publisher. 

WANT to get started in news writ- 
graduate. Editor college daily. Box 
ing-reporting. Go anywhere. Recent 
6566, Editor & Publisher. 








ACCOMPLISHED WOMAN writer 
seeks challenging editorial position. 
Experience includes—City and Sun- 
day editor metropolitan newspapers; 
Associate Editor national magazine, 
foreign correspondent, etc. Excellent 
references including present employer. 
Box 6694, Editor & Publisher. 





ABLE sports writer, editor wants 
change from small daily to metro- 
politan daily; any department, con- 


scientious, reliable, thorough; camera, 
radio ability; veteran; Box 6690, Edi- 
tor & Publisher. 

ADJECTIVE ANARCHIST— 
EXPERIENCE, entertainment fea- 
tures; wants chance to prove his 
value to newspaper as reporter; Abil- 
ity to understand, interpret and trans- 
late human feelings into significant 
copy. News service experience, young, 
draft exempt. Box 6618, Editor 
Publisher. 

AMBITIOUS BEGINNER, veteran, 
23, single, college graduate (English 
Major) with 1 year of law school 
seeks position on small progressive 
daily anywhere. Box 6679, Editor & 
Publisher. 


GIRL editor weekly B.S. seeks change 














daily. Will travel, car. 111-28—204th 
Street, Hollis, N. Y. 
EDITORIAL or allied position. 3 


years experience top New York daily 
plus 2 yéars Army. B.A. degree. Will 
travel or relocate. Box 6669, Editor 
& Publisher. 

REWRITE MAN—reporter, 26, draft- 
exempt, desires reporting or desk 
job, New York City area. Two years 
writing everything on 5,000 weekly. 
B.A. Phi Beta Kappa. Box 6674, 
Editor & Publisher. 

REPORTER-REWRITE 

NOW employed for over a year on 
metropolitan news service; done po- 











lice, courts, city hall, know camera. 
College grad; 2 years college daily. 
won national feature award. 24, 
draft exempt, car. Seek daily or 
magazine. Box 6668, Editor & Pub 
lisher. 

REPORTER, two years experience 


small daily, city editor, subbed man- 
aging editor; veteran, 27, single, B.A 
Box 6681, Editor & Publisher. 

REWRITE man, reporter, seven years 
on large metropolitan daily, ready for 











SITUATIONS WANTED 
Editorial 








JOURNALIST—Alert, } 
grad; family, 20 years’ experience 
telegraph editor, reporter, feature 
writer, Army and college public rela- 
tions. Presently empioyed handling 
advertising, publications for large 
manufacturing firm. Desires full op- 
portunity to use talents in southwest, 
deep-south or midwest. Excellent = 
ox 


capble college 





erences. Immediately available. 
6714, Editor & Publisher. 
JOURNALISM GRAD, vet, 26, 2 


years reporting experience, desires to 
relocate on small daily or semi-week- 
ly. Box 6709, Editor & Publisher. 
KENTUCKY-VIRGINIA EDITORS— 
Man, 29, writing, selling experience. 
Prefer weekly. Available Dec. 1. W. T. 
Sandlin, 20 Fairfax Drive, Hunting- 
ton, W. Virginia. 

REPORTER - REWRITE. 26-year-old 
married vet seeks job with future. 
BA, 2% years newspaper, radio, wire 
service experience. Present job a 
dead end. Box 6737, Editor & Pub- 
lisher. 
REPORTER, 3 
sports, telegraph, 
Married, 24; prefer east coast. 
6720, Editor Publisher. 
STORY-DIGGING NEWSCHASER, 26, 











years on dailies; 
features; B.A., 
Box 





midwest police, sports. beat exper- 
ience, seeks new position with live, 
good-sized daily East of Rockies. 


References excellent. Box 6738, Edi- 
tor & Publisher 

TELEGRAPH EDITOR, experienced 
deskman, also foreign experience. Past 
draft age, single, steady, sober, co- 
operative. Now with Southern daily. 
Desire early change. Box 6723, Edi- 
tor & Publisher. 

TELEGRAPH EDITOR, ~ employed, 
but seeks change. Want job on fast 
copy desk or as telegraph editor on 
Midwest daily. Married, 26. Univer- 
sity degree. Experienced. Not sub- 
ject to draft. Box 6707, Editor & 
Publisher. 

TOP DRAWER NEWSMAN — Five 
years varied experience reporting, 
editing sports, general, police. Wire 
Service. Use Graflex. Married, one 
male heir. College, 28, draft exempt. 
Wire James R._ Alexander, 849 
Brutus St., New Orleans, La. 
WORKING NEWSMAN, on New Jer- 
sey daily, ignores 40-hour week; 
firaft exempt vet, 25, single. A.B. 
English, car and typewriter; 3 years 
all news beats, some rewrite, sports, 
weekly news and circulation work. 
Available now, go anywhere, prefer 
East. Box 6724, Editor & Publisher. 


WRITER, alert gal, 28, journalism 
degree, 5 years publicity and Public 

















Relations. Heavy educational and 
business experience, wants job as 
editorial assistant or feature writer. 











change. Co -reading, sports experi- Prefer New York area. Box 6699, 
ence. 29, draft exempt, Seats, odinae Editor & Publisher. 
grad. Prefer East. Box 6670, Editor | yoUNG man, 25, vet, Amherst B.A., 
& Publisher. Columbia M.A., experienced; owns 
WORKING EDITOR wants $100. Start | car; best qualifications; references. 
with future. Worth it. Box 6696, | Box 6697, Editor & Publisher. 
Editor & Publisher, or Katonah, N. Y.- 
4-0605-J. Photographers 

SPORTS EDITOR NEWS PHOTOGRAPHER with eight 


Six years mperenes, Top references. 
Box 6675, Editor & Publisher. 





ACE REPORTER-PHOTOGRAPHER: 
Young woman with 10 years’ top- 
notch professional experience offers 


unbeatable combination of talents to 
enterprising publisher. Box 6716, 
Editor & Publisher. 





A REAL START wanted as reporter 
for small ne Veteran. B.A. De- 
gree. Salary, location secondary. Re- 
ply Box 6710, Editor & Publisher. 





CAPABLE GIRL 
B.A., expert court reporter, 6% years’ 
experience, wants job offering good 
salary and future. Box 6733, Editor 
& Publisher. 








EDITORIAL ASSISTANT 
WOMAN, 24, M.A. English, Univer- 
sity of Chicago. College instructor, 
English. Full writing, editing, na- 
tionally known publisher. Best ref- 
erences. Want Chicago. Box 6711, 
Fditor & Publisher. 


EDITORIAL, 25, Vet, B.S. Journai- 
ism, did reporting, editing, make-up 
on daily. Used Graphic. Go anywhere. 
S. Oppenheimer, 2234 Davidson Ave., 
Bronx, N. Y. 





years of experience with metropoli- 
tan and medium dailies. Highest ref- 
erences. Married, 87. Will go any- 
where. Box 6615. Editor & Publisher. 


Promotion—Public Relations 


HIGHLY - SUCCESSFUL RECORD 
with large corporation publications 
department. Desire more challenging 
publicity or public relations position 
with smaller organization or agency. 
Journalism graduate, 28, SDX. mar- 
ried. Solid academic and professional 
background. Box 6735, Editor 
Publisher. 











Mechanical 








MECHANICAL or Composing Room 
Superintendent, 21 years experience, 
good record knows production, em- 
ployers’ problems. Age 47, sober, an- 
ion. Best references. Box 6572, Edi- 
tor & Publisher. 


MECHANICAL or Composing Super- 

intendent, 30 years newspaper and 

trade plant, modernized large metro- 

politan daily. pn en in planning 

new building and moving plant. Oan 

at eee Box 6616, Editor 
er. 





63 


A COLUMN story on page 26 
of last week’s Epiror & PUBLISHER 
inadequately reported the efforts 
of Jack Smock of Foote, Cone & 
Belding to answer a 10-page edi- 
torial-article in September Fortune 
charging that all the Free Enter- 
prise promotion is useless. 

Mr. Smock’s opinions on 
subject deserve more space. 

Fortune’s piece titled “Is Any- 
body Listening?” said business is 
more preoccupied than ever with 
the problems of communicating 
with the public and its employes 
and that 100 million dollars will 
be spent this year on Free Enter- 
prise advertising and on employe 
relations budgets. 

“And it is not worth a damn,” 
<oncludes Fortune. 


the 


Mr. Smock agrees the maga- 
zine’s staff started out “with some 
excellent material. Much of what 
they had to say needed saying. 
.Much of it was all too true. 
But they were either over-zealous 
in their crusading, or they were 
trying too hard for reader inter- 
est. For they went overboard to 
a point where the finished article 


was not only unbalanced. but 
partially untrue.” 
Here is Mr. Smock’s outline 


of the Fortune article: 

1. Never in its history has busi- 
ness been more pre-occupied with 
the problems of communicating 
with the public and with its em- 
ployes., . 

2. $100,000,000 will be spent 
this year on “Free Enterprise” 
advertising and an “unknown but 


hefty share” of industry’s em- 
ploye relations budget. 
3. “And it is not worth a 


damn.” 
4. Why the failure? 
A. Industry has labored under 
the mistaken idea that it can 
“sell” free enterprise like it can 
sell toothpaste. 
B. Inspirational free enterprise 
advertising has talked down to 
people. In fact, most of it is 
insulting. 
C. Factual presentations, with 
the exception of the C. FE. D. 
Standard Oil of New Jersey and 
a few others are not non-parti- 
san. Furthermore they have been 
based on the fallacious theory 
that you can cure negative atti- 
tudes and misinformation with 
correct information. 
D. People don’t need to be 
sold on the American way be- 


cause they already believe in 
it. “Where’s the fire?” is the 
subhead for this section. 

E. Psychological problems of 


communication. Power of con- 
text. Only with trust can there 
be any real communication. 
Lack of confidence between la- 
bor and management, congeni- 
ality between speaker and audi- 
ence, basic difficulties of people 






Shop Talk at Thirty 


By Robert U. Brown 


with different backgrounds 

reaching a common ground of 

understanding, stereotypes, etc. 

“There simply isn’t any real 
proof that all these efforts haven't 
been worth a damn,” said Mr. 
Smock. “In fact, there is con- 
siderable evidence to the contrary. 
1 don’t know how hard the For- 
tune research staff tried to un- 
cover this evidence. But I do 
know that no one from Fortune 
interviewed Warner Swasey or 
Union Oil Company about free 
enterprise advertising. No one 
from Fortune talked to the Joint 
A.N.A. A.A.A.A. Committee 
about its efforts. And no one from 
Fortune questioned the Harding 
College people about their Free- 
dom Forums. That’s as far as I 
checked, but each one drew a 
blank. 

“I'd be the last one to say that 
all of business’s communications 
efforts have been an unqualified 


success either. But I do believe 
the truth lies somewhere in_ be- 
tween. 


“In the first years of the Union 
campaign we conducted some very 
extensive readership studies of the 
ads that appeared in West Coast 
newspapers. We found that our 
thorough readership was encourag- 


ingly high—16% to 22% man 
readership of every caption in the 
full page newspaper ads. (We 


don’t do this well, incidentally, in 
national magazines). But most im- 
portant, the readership held up al- 
most as well in the lowest income 
group as it did in the highest. And 


we researched this aspect very 
carefully. 
“On another occasion, follow- 


ing one of the suggestions in the 
Fortune article, Union Oil’s man- 
ager of the Central Territory 
polled his entire sales force, un- 
beknownst to the head office. He 
listed all the different types of 
advertising we were doing, includ- 
ing product selling as well as the 
institutional campaign, and asked 
them confidentially which one 
they would give up last if we 
had to cut out all but one. He 
got a unanimous vote for the 
free enterprise advertising as the 
campaign they would sacrifice 
last. When we heard about the 
results we talked to the salesmen 
personally to find out why they 
had voted the way they had. 
Everyone gave approximately the 
same answer. Everywhere they 
went, both socially and on busi- 
ness, people talked to them about 
the campaign and complimented 
the company on running it.” 

Mr. Smock stated it does not 
necessarily follow, as Fortune 


claims, that because business men 
plump for greater effort all past 
efforts have been worthless. “The 
fact that people by and large be- 
lieve in the American Way doesn’t 
mean that they don’t need some 








E & P CALENDAR 


Oct. 31-Nov. 1—American 
Assn. of Advertising Agencies, 
annual conference, Hotel 
Roosevelt, New York. i 

Nov. 3 — Northwest Associ- 
ated Press, annual members 
meeting, New Washington Ho- 
tel, Seattle, Wash. 

Nov. 3-4—Michigan Press 
Assn., advertising conference, 
Porter Hotel, Lansing, Mich. 

Nov. 9-11 — Sigma Delta 
Chi, national convention, Sans 
Souci Hotel, Miami Beach, 
Fla. 

Nov. 9-11 — National Edi- 
torial Assn., annual fall meet- 
ing, Sheraton Hotel, Chicago. 

Nov. 13-14—Texas Circula- 
tion Managers Assn., 36th an- 
nual convention, Baker Hotel, 
Dallas, Texas. 

Nov. 13-14—Newsprint Con- 
ference of Newspaper Publish- 
ers and Manufacturers, annual 
meeting, Gideon Putnam Ho- 
tel, Saratoga Springs, N. Y. 

Nov. 13-16—Newspaper As- 
sociation Managers, Inc., meet- 
ing, Sheraton Hotel, Chicago. 

Nov. 14-18—APME, annual 
convention, Biltmore Hotel, At- 
lanta, Ga. 

Nov. 16-18—National Con- 
ference of Editorial Writers, 
4th annual meeting, Hotel Fort 
Des Moines, Des Moines, Ia. 

Nov. 17-18—Missouri Press 
Assn., 84th annual convention, 
Governor Hotel, Jefferson City, 


oO. 
Nov. 20-21—National News- 





paper Promotion Assn., Mid- 
west Conference, Hotel Lin- 
coln, Indianapolis, Ind. 
education on how the American 
Way and Free Enterprise func- 
tion,” he noted. 

We think the Oct. 21 issue of 


the Saturday Review has provided 
a punch line to Mr. Smock’s ar- 
guments which effectively reply to 
the Fortune piece. 

Edgar Ansel Mowrer provides 
the lead article on “Why Adver- 
tise God's Country?” He deals 
solely with the international prob- 
lem and international propaganda 
but his first two paragraphs can 
aptly be applied to the home 
front: 

“At its simplest, the present 
world division is a conflict of 
ideas. Politics, military preponder- 
ance, economic pressures are all 
heavily involved. But at the bot- 
tom is the opposition of two phi- 
losphies. In the last analysis the 
cold war is a struggle for the 
minds of men. 

“Therefore, to win this struggle 
and preserve the way of freedom, 
the U. S. must not only organize 
military and economic preponder- 
ance but create the biggest and 
best information .service in the 
world. By information I mean a 
mixture of propaganda and psy- 
chological warfare.” 

Apparently, the editors of For- 
tune believe the minds of Ameri- 
cans are oblivious to the “struggle 
for the minds of men.” 






Food Editors’ 
Conference Is 
Highly Praised | 


Benefits to newspapers, to news| 
paper representatives and to food 
manufacturers from the annua 
Newspaper Food Editors Confer. 
ence are hailed in an editorial by} 
the Food Field Reporter, trad| 
paper of the food industry. 

“At the very outset let us say! 
that the editors’ conference has be. | 
come an institution fully accepted 
by the food industry,” says the edj. 
torial. “It has come of age. Th 
deftness of handling both by th 
participating manufacturers and by | 
the newspapers rep group tha| 
sponsors it, illustrates this. The 
New York event showed definite 
advances. It had a surer atmos 
phere than was observable at an 
time in the past.... 

“To the casual observer it might 
seem strange that newspaper 
which get so large a percentage of 
their revenue from food advertis. 
ing should not strive to get even 
ounce of advantage out of the con 
ference. The explanation is tha 
the newspaper editor knows al 
about national news and how to 
cover the fire department, but is 
just about lost when it comes t 





the food page. Like so man 
others in similar circumstances, | 
what he doesn’t understand he} 


thinks unimportant. It is here that | 
the major job of education mus} 
be done if the conference idea i 
to reach the utmost fruition. 

“The newspapers, by creating| 
better food pages and _ building 
reader interest, provide conditions 
under which it becomes not mete: 
ly expedient but even necessary tt 
advertise. And finally the Amer: 
can Association of Newspapei 
Representatives benefits by com 
missions on the increased advertis 
ing that comes to the publication 
its members represent. . . . Wher 
else and how often do you find 
so happy a package? 

“Finally, among the ingredient 
of conference success is calm, leve 
headed J. H. Sawyer, who ha 
guided the idea from the begit 
ning. Firm for the right thing 
he has stood like an ogre agains 
any influence that would cheaper 
his beloved conference.” 





One Picture Worth 
27 Pleas for Money 


MEMPHIS, Tean.—The Memphi 
Press- Scimitar dramatized th 
Community Chest appeal with ¢, 
Page One picture hunched by Cit 
Editor Null Adams. 

The shot showed 27 men am 
women, each carrying a sign repr 
senting a separate Chest agency 
The group was pictured en mas* 
making a call on = housewife. Cap 
tion posed the question: Hot 
would you like to have each aly 
every one of these sign bearer) 
walk up to your door and ask fo} 
a contribution? 
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WOOD Color Plate Pre-Registering Machine 


". .. time saved in makeovers... re=- 


duced register time...have more than 
paid for this machine” 





£.% GAYLORO 
eREOENT PUBLISHER / 


/ 
THE OKLAHOMA BOUBLISHING COMPANY 
THe DAILY OKLAHOMAN - OKLAHOMA City TIMES 
OKLAHOMA CITY. OKLAHOMA 


jf 
tMly 7, 1950 


/ 

f 
Mr. I. Tornberg / 
Vice-President Sales Manager 
Wood Newspaper chinery Corp. 
501 Fifth Avegue 
New York 17, /New York 










Dear Mr. Tgrnberg: 
We have wsed the Wood Color Plate-Pre-Registering 

or three years. We have found that processing 
es through the pre-registering machine has 

lly reduced register time in the press room. 


e this machine on the Farmer-Stockman magazine 
s and our Sunday comic plates. We fee) that the 
time saved in make overs in the Stereotype department 
and register time in the press room have more than 
paid for this machine. 


Cordially yours, 


OKLAHOMA iy COMPANY 


Leland S. Vance 
Business & Production Manager 











Here’s how two newspapers — with the use of the 
WOOD Color Plate Pre-Registering Machine — are 
licking the costly problems of excessive register time in 
the pressroom. 


Stereotype plates are registered ... ready for lock-up 
... before they are passed on to the pressroom. This 
eliminates excessive pressroom downtime by compen- 
sating for plate-casting variables to which every color 
plate is subjected . . . even when cast from perfectly 
registered mats and properly manipulated cuts and 
chases. 


Newspapers looking for fast, uninterrupted stereo- 
type and pressroom production... 


WRITE OR CALL THE WOOD OFFICES 


























"...five minutes before press start- 
ing time...no delay in scheduled 
start" 





DAYTON®DAILY NEWS 


ASSOCIATED Press DAYTON t. OHIO 


wingfroro sevice 
eSTeML SHED O08 j 


Mr. I. Tornberg f 
Vice-President and Sales Manager f 
Wood Newspaper Machinery Corporatio 
501 Fifth Avenue 

New York 17, New York 

Dear Mr. Tornberg / 


j 
jf 


The Dayton Daily News was, I bélieve, one of your 

first purchasers of the Wood £Lolor Plate Pre-Registering 
Machine. Since November lst / 1948 installation, it 

has been routine operation for us to plate up for color 
runs on the daily editiong’ with almost the same 

ease with which we prepa for normal black and 

white preductions. 


You will be interested/ to know that there have 

been a number of oc ons when three color and 

black ads have been heduled that plates arrived 

in the pressroom fiWe minutes before press start 

time and there has been no delay in the scheduled start. 


Such operation could not have been considered a few 
years ago and today it is essential that these 
facilities be available to meet changing conditions. 
With competition for "eye time” among the various media, 
color could become a most important part of daily 
newspaper operation. 


Very truly yours, 
EVENING NEWS PUBLISHI COMPANY 


ve. Com 
James M. Cox, Jr 
ps President 





...delivers color plates 
ready for lock-up. 














—— 


98, 195th 





'rintd in U.S. 4. 











WOOD NEWSPAPER MACHINERY CORPORATION 


PLAINFIELD, NEW JERSEY ® SALES OFFICE: 501 FIFTH AVENUE, NEW YORK 17 






to get 


VAD 
iff? 


into the homes of, 


SAN FRANCISCO 


with your sales message 


( THE EASY WAY ) 


The News gets into more homes—and the better 
homes—than any other daily. 


PROOF 1. In the A.B.C. reports the News is the only 
S.F. daily which shows the all-important home-delive 
Reason? Advertisers need this information; the 
News knows it, shows it. 


PROOF 2. Four separate surveys made by four 
different research organizations all tell the same story 
—the News is read in more S.F. homes than 

any other daily. 


Leadership isn’t claimed in all outside counties in 
the Bay Area. But for the extremely rich City and 
County of San Francisco, the heart of Northern 
California—the News is the No. 1 home newspaper. 


Take a tip from subscribers and advertisers who know 
that the best way into San Francisco homes 
is to—USE THE NEWS. 





UNDISPUTED LEADERSHIP IN THE HOME-DELIVERED FIELD 





The San Francisco 


SCRIPPS-HOWARD NEWSPAPERS) 


NEW YORK . Worild-Telegram& The Sun COLUMBUS 
CLEVELAND CINCINNATI 
PITTSBURGH , KENTUCKY 
SAN FRANCISCO Covington edition, Cincinnati Post 
INDIANAPOLIS i KNOXVILLE . . . . News-Sentinel 


General Advertising Department, 230 Park Avenue, New York City 


DENVER Rocky Min. News EVANSVILLE 
BIRMINGHAM . . . . Post-Herald HOUSTON 
MEMPHIS Press-Scimitor FORT WORTH 
MEMPHIS . . . Commercial Appeal ALBUQUERQUE 
WASHINGTON EL PASO 


Chicago San Francisco Detroit Cincinnati Philadelphia Dallas 











